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VOICE or tHE TRADE 


THE Board of Education of the 
City of New York again offers free 
courses in Shoe Merchandising and 
Shoe Designing. 

The Shoe Merchandising course 
begins with a study of shoe ma- 
terials, shoe constructions and 
manufacture. A study is made of 


LASTS, FEET and SHOES. Cor- 


rect shoe fitting, foot anatomy, re- 
tail selling, problems in store and 
department control are discussed. 

Shoe Designing Course—the be- 
ginner is taught to sketch, design 
and duplicate shoe styles. Shoe 
sketching is made easy. Pattern 
drafting is brought down to a few 
easily mastered steps. Patterns are 
drafted in women’s, men’s and 
children’s shoes. Problems in grad- 
ing and design origination are dis- 
cussed. 

Registrations opened Sept. 9, 10, 
11, 12 at the Central Needle Trades 
High School, 128-131 West Thirty- 
first Street, New York City. 


* * * 


W it a record of three years 
and not a dull day to their credit, 
sales of both Dr. Locke and Foot 
Saver shoes showing tremendous 
increases, Herbert Lape, Jr., of Co- 
lumbus, Ohio, states: “There are 
two things this organization must 


do to even maintain this record— 
manufacture a good product and 
keep the name of it before the pub- 


lic.” 
*% * * 


THE U. S. Leather Company is to 
receive $760,000 in payment for 
55,000 acres of woodland that were 
taken last year for a national park. 
The company owns woodlands, in 
order to have a supply of bark 
for tanning sole leather. 


* * * 


GEORGE C. THOMAS, assistant 
vice-president of the United Shoe 
Machinery Corporation, watched 
the recent Marathon run—a feature 
of the U. S. M. C. Sam Sam at 


Beverly, with unusual interest, for 





he studies foot motions (being an 
authority on pedal mechanics). He 
was not surprised that the run was 
won by a Narranganset Indian— 
“Tarzan” Brown, whose stride was 
such that he outran the palefaces 
with fair ease. 

Mr. Thomas is an authority on 
lasts and he is general manager 
of the United Shoe Machinery Cor- 


poration factories in Beverly. 


* * * 


G. IRVING LATZ, president of 


Pago II 


Wolf & Dessauer, Fort Wayne, Ind., 
says: 

“We here feel very much encour- 
aged and can sense a definite feel- 
ing upon the part of our customers 
that they need and will buy mer- 
chandise. For the past 27 months 
we have shown increased sales over 
the previous year and expect to 
continue throughout the year. 
There is a definite trend to better 
merchandise.” 


NESS 
. BYZONE 








WiLuiAM F. BAXTER, presi- 
dent of Thomas Kilpatrick & Co., 
of Omaha, Nebraska, says: 

“At the present time we anlici- 
pate an increase in business during 
the next six months. This expec- 
tation seems warranted from the 
general air of confidence and ac- 
tivity that appears to pervade the 
entire nation; and particularly do 
we feel justified in this expectation 
because of the crop  situation—— 
which was last year practically a 
failure and for this year promises 
a great success in this section. The 
increase in retail sales should cer- 
tainly be 20 per cent to 25 per 
cent. 

“We find in our experience a 
tendency toward improved quality 
and a willingness to pay higher 
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prices. We have advised our ready- 
to-wear buyers to count upon a 
demand for merchandise at con- 
siderably increased average price.” 


* * * 


THE American Hide & Leather Co. 
marked up calf a cent a foot and 
side leather half a cent a foot be- 
cause of the continued strength of 
the raw stock market. The com- 
pany is reported to be operating 
its tanneries to 80 per cent capacity. 
The popularity of suede calf shoes 
also contributes to the increase in 
calfskin prices. 


A. A. SCARD, Crosby Bros., 
Topeka, Kan., says: 

“We believe in taking the very 
best care of our customers. In the 
first place we only buy from those 
houses whose quality and shoemak- 
ing are never questioned. Then we 
sell these shoes right. The result is 
our customers buy the shoes from 
us in precisely the same spirit as 
we purchase the shoes from the 
manufacturers. It makes quite a 
happy arrangement all around.” 


* * *% 


THE polite Boston way, when the 
modern Maud Muller comes in, is 
for the clerk to say: “Madam, it 
is not possible to fit the bare feet 
satisfactorily. The stocking, you 
know, helps to form the foot. Be- 
sides, there’s the thickness of the 
stocking to be considered. If a shoe 








4 





is now fitted to the naked foot, then 
later, when the stocking is put on, 
the shoe will fit too tight.” 

There are, of course, other rea- 
sons for not fitting bare feet, but 
the tactful clerk does not mention 
them. However, it’s something else 
if the shopper fits her foot to a shoe 
from the bargain table. 

(Note: I saw ’em fitting bare feet 
this morning and the girl with the 
corn plasters on her little toes ap- 
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—Advertising is one of the most sig- 
nificant of business barometers. 


—When advertising is on the "up 
and up," business and the public 
take heart and get busy. 

—When advertising lags, the world 
also hesitates. 

—Advertising is one of the greatest 
known forces to accelerate the 
movement of goods, services and 
money. 

—Authorities on business trends are 
reporting active preparations for 
big Fall and Winter advertising 
campaigns. 

—Which speaks well for business 
courage and spirit—and industrial 
revival. 


» Se 


President. 





peared to be having a hard time of 
it.) 
F. A. G. 


* * * 


THE modernized copyright law is 
expected to be enacted in the next 
session of Congress. It authorizes 
the copyright of textile and other 
designs to the point that there will 
be a very tangible property right 
to creations “that have a touch of 
genius.” In fact, the bill reads: 

“The author or other owner of 
copyrighted design shall have the 
right to exclude others from selling 
or distributing such manufactured 
products which embody or contain 
copies of the said copyrighted model 
or design, or imitations thereof, or 
the imitation of any characteristic 
original feature thereof.” 

The bill was passed by the Sen- 
ate after a fight of 15 years. Failure 
of the House to act in the last 
session was due largely to legisla- 
tive congestion and not to oppo- 
sition. This proposed law has a 


’ is in Oak Park, III. 
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very significant bearing on future 
designing of shoes. 


* * * 


41 

THERE is still room in every 
city for an individually-owned and 
operated shoe store, provided, of 
course, that particular store fits into 
the community,” declares E. J. 
Fanning—whose active shoe store 
“That store 
must feature the grade and types 
of shoes in an intelligent manner. 
Its proprietor, to be successful, must 
be on the floor constantly for several 
reasons — namely, to fit and sell 
shoes in order that he may have 
first-hand information from his 
trade—thus knowing precisely the 
type and price goods to have as 
well as to see that the public re- 
ceives the kind of service which 
will bring it back.” 


* *% % 


GrorcE E. WHITTEN, general 
manager of Burdine’s, Miami, Fla., 
says: 

“We are planning our retail sales 
for our store for the months of 
September, October and November 
on a 10 per cent increase over the 
same months of last year. We ran 
about this percentage of increase 
in July and we believe we will show 
a similar increase each month 
throughout the balance of this 

” 


year. 
* * * 


HARRY WOODWARD of Lynn, 


Mass., is showing his friends a pair 








of sandals which were made for him 
while he waited in a street market 
at Tolucca, Mexico. The Mexican 
shoemaker cut the outsoles from 
an old automobile shoe, faced them 
with some Mexican tanned leather, 
and fastened them together with 
wire nails. After he attached cleats 
to either side of the forepart, he 
fitted straps of white leather, about 
a yard long, through the cleats and 
the shoes were finished. The price 
was 2 pesos—about 70 cents. 
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“ 

My GREATEST job in mer- 
chandising this store is to see if I 
can’t get better shoes, finer styles 
and the top of quality,” states W. 
E. Newbold, who operates an ex- 
clusive I. Miller shoe store in Cin- 
cinnati. 

“When a woman walks out of 
my store I want her to feel that 
she has the finest shoe she can buy 
anywhere and that she is fitted 
absolutely correct. I believe, too, 
that my whole organization must 
not only feel precisely like this, 
but they must believe it so thor- 
oughly that they will definitely 
radiate this to their trade. Our 
shoe fitter’s ‘No. 1 thought’ is ‘How 
best can I present this shoe so this 
good customer of mine will fully 
appreciate it as I do?’” 


* * 


* 
A THOUSAND miles of state 
sidewalks along state highways, to 
cost $8,000,000, are on the program 
of the Commonwealth of Massa- 
chusetts; and the construction of 
them (which may be started next 
year) should start a lot more foot- 
ing along, by hikers who walk for 
the pleasure of it, as well as by 
folks walking back and forth to 
work. And so more walking shoes. 


* * *% 


A\RTHUR L. KRAMER, president 
of A. Harris & Company of Dallas, 
Texas, says: 

“From present indications we do 
anticipate an approximate increase 
of 10 per cent in our sales during 
the months of September, October 
and November, 1935. Generally, 
there appears to be a decided im- 
provement in sentiment of people 
and some active indications of busi- 
ness expansion. For several months 
we have noticed a trend for better 
quality merchandise and a general 
increase in the actual volume of 


sales.” 
* * * 


A : 

W ALK and be healthy.” Dr. 
William E. Thompson of Bethel, 
Ohio, said on his recent centennial 
day that his stock prescription for 
longevity is: “Don’t eat too much 
and walk more.” And it is singular 
that about 100 years ago Dr. 
Edward A. Holyoke of Salem, 


1935 


Mass., on his hundredth birthday, 
prescribed the same medicine, 
though he wrote the prescription in 
greater length. 


*% * * 


Many of you have seen those 
small bronze window signs in the 
Brownbilt Shoe Stores reading: 
“Locally Owned, Nationally 
Known.” This slogan originated 
with James Helt, whose shoe store 
is in Glendale, Calif. When he 
brought this thought with him to a 
convention of the Brown Plan deal- 
ers several years ago, it was so well 
thought of that it was immediately 
adopted and has continued to be an 
identifying mark of this group of 
independent shoe men. 


* * * 


WILLIAM E. THORNTON, pres- 
ident of the Joint Council of Lynn, 
Mass., is appointed chairman of a 
committee to appeal to Congress 
for further protection against im- 
ported shoes, particularly partly- 


CovRTEOUS 
SERNACE 


a) 























made shoes, to be completed here, 
and also, against sandals. 

This attack on sandals flared 
up recently, and appears to be 
of a general sort. Shoe workers 
are complaining that the fashion 
of sandals causes unemployment 
among shoe workers, and also 
among workers in allied trades. 
And so they are demanding a re- 
turn to full-bodied shoes. 

The making of sandals requires 
but little labor, he says, and not 
much material—for the uppers are 
but of straps, without linings, and 
many have no boxes nor counters. 
Against this trend toward the bare- 
foot stage, the shoe workers are 
contending, believing it to be a 
fashion that decreases employment. 
They hope to get from Congress, 
or tariff authorities, some protec- 
tion against sandals or other 
skeletonized shoes of foreign manu- 
facture. But they are at a loss as 
to what to do about the domestic 
production. 
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NEW IDEAS 


Innovations in Design, Construction 


and Leathers Put Added Color into 
Fall Merchandise — Dark Horses 
that may Lead the Field in Winter 


and Spring Novelty Selling 


COLLEGE FAVORITE BLUCHER... 
OIL TREATED LEATHER .. . RAW- 
HIDE SLIP SOLE 


s 
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LOWER LEFT, VAMP STITCHED UP THE MIDDLE, TYING-IN 

WITH REVERSED WELTING . . . UPPER LEFT, WATER BUF- 

FALO FOR SCUFF-PROOF SMARTNESS . . . RIGHT, THE SKI 
BOOT-LOGGER TYPE 


MAKE Different SHOES 
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SCOTCH TONGUE AND BUCKLE DETAIL 
... IMPORTANT COMBINATION OF RE- 
VERSED CALF AND GRAINS 





THERE is nothing more necessary to 
the jaded style appetite of the returning 
college man than the new style ideas 
that annually appear to brighten up his 
campus wardrobe. When he plans his 
Fall courses and clothing there must be 
something new to tempt him, for he will wear the old 
coat dnd slacks and the old rubber-soled shoes that 
have been reposing in the dormitory closet all Summer. 

College shops are reporting many innovations in 
Fall clothes and shoes. For his clothing, double 
breasted chalk stripes with the new lapel starting at 
the lowest button are a smart dress-up style, while the 
sport coat and slacks, shown this year in the District 
Plaids, have become almost a campus uniform. There 
has been a decided interest in checks and plaids which 
started with the plaid neck tie of a few seasons back. 
This year you will see them in coats, shirts and socks. 
This rugged Highland influence is bound to be re- 
flected in a return to the more rugged types of Scotch 
grain and should show a still further increased in- 
terest in the service types. 

There is spice for the jaded appetite in the smart 
new ideas that make the accompanying shoes really 
different, new welting ideas, new grains and one or two 
really new developments in ski boot-logger types and 
in the monk shoes. 

There is a real story behind the shoe with a vamp 
stitched up the middle. It is an exceptionally interest- 
ing style development with a history back of it. With 
the introduction of the prestitched storm welt, a de- 
cidedly new style touch has been added 
to men’s footwear. It gives to volume 
shoes an imitation of the reverse welt, 
which by nature of its expensive con- 
struction had been limited to a very few 
custom lines. With its increased use, it 


HIGH RIDING STRAP MONK . . . NOVEL 
SOLE TREATMENT . . . RENEWED IN. 
TEREST IN GRAINS 











by JOHN REILLY 


was felt that a novel upper pattern was necessary to 
balance this type of welting. The heavy 314 to 4-inch 
stitching on the face of the welt called for a vamp 
treatment of a similar nature. Consequently, the idea 
was conceived of either crimping the vamp into a fold 
and stitching through from side to side, allowing the 
heavy stitching to show on both sides of the fold, or 
as illustrated, the vamp being cut up the middle and 
a real moccasin stitch made all the way from the very 
end of the toe up to and under the blucher. A similar 
effect was formerly obtained by use of the California 
welt, which consisted of a creased vamp with a cord 
in it, but the effect was not as extreme or as smart as 
that shown here. This new treatment is expected to 
appeal to the prep and high school lads and the 
younger college men. 

“Surface interest personified and wearability glori- 
fied,”—a genuine Water Buffalo shoe in the traditional 
college manner, campus proof and gravel proof, it is 
the ideal shoe for the college man with a limited budget 
who must wear his shoes hard and long. 

The influence of Hollywood is being felt on the 

[TURN TO PAGE 36, PLEASE | 
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This action photograph was taken in the children's 
shoe department of Hale Bros., Sacramento, Calif. 
It graphically illustrates the traffic in this department. 


A N inquiry was received by Boot AND SHOE 
ReEcoRDER from one of the outstanding department 
stores in the country, with regard to the advisability of 
opening a special children’s department on the same 
floor with their boys’ and girls’ clothing departments. 
This store asked for a recommendation as to layout, 
type of fixtures, salespeople best suited for children 
and other information of similar character. Here are 
the facts that seem to answer the questions. 

There has been a decided development during the 
past four or five years in special children’s departments. 
It has been a very interesting and significant develop- 
ment, and so it appears worth while to make a little 
examination and see how stores that have had these 
departments have fared. 

Special children’s departments are located in various 
parts of these stores. Some are in the basement, some 
on floors adjoining boys’ and girls’ wearing apparel, 
and some directly adjoining the women’s shoe depart- 
ment. 

An analysis of these various departments in different 
parts of the country shows that basement departments 
have not proven satisfactory, largely because they are 
held so low per unit sale and partly because basement 
clerks spend so little time in fitting. 


e Children’s Department UPSTAIRS 














How It Should Be Operated in a De- 
partment Store to Produce Profits for 
Itself, While Promoting Increased 
Sales of Men’s and Women’s Shoes. 


Then there are the children’s shoe departments on 
floors with other children’s merchandise. A few of 
these have fine records due to the unusual ability of 
the person in charge of the department. A department 
store in Fort Worth is an outstanding example of this 
instance. 

The majority of stores doing a worth while job 
have their children’s shoes either a part of or directly 
adjoining the women’s shoe sections. Hundreds of 
instances of this kind of a set-up may be cited against 
the operation of one successful segregated children’s 
department. 

Jt is safe to assume that in the average good depart- 
ment store in cities under 200,000 in population, a 
children’s shoe department adjacent to the women’s shoe 
selling section should produce at least twice the volume 
with considerably less inventory in the aggregate, 
when compared to a department situated on another 
floor. There are a number of reasons for this state- 
ment, which can be substantiated from observations in 
[TURN TO PAGE 36, PLEASE] 
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TAN to Dominate 


MEN'S SHOES— 


COLOR to Starile 
WOMENS 


FASHIONS 


for 


SPRING AND EASTER 


"Spirit of Achievement," 
20 foot Bronze statue by 
Nina Saemundsson, at the 
entrance to the Waldorf- 
Astoria, where the Style 
Conference was held. 


“L ONG-RANGE style planning is of decided impor- 
tance to the tanner and the large operator and that, in 
large measure, was the accomplishment of the Spring 
Styles meeting held at the Waldorf-Astoria this week. 
The high spot of the meeting was the general fashion 
session of Tuesday, Sept. 10, held on the Starlight Roof 
of the Waldorf, in a room of twinkling stars in the 
ceiling and style stars on the rostrum. 

The very setting of the room gave a touch of splendor 
to the discussions; but sitting with Harry Fontius, shoe 
merchant from Denver, Colo., we sensed a certain mer- 
chant abstraction on the problems of Spring, 1936, 
and a decided concentration on what he and other mer- 
chants would sell in November, 1935. He cited the 
example of the Los Angeles merchant who was open 
to buy for November selling, on the Coast, and who 
had wired a manufacturer in Brooklyn on what was 
good to buy for that period. The manufacturer tele- 
graphed: “Hold off a few days until I do a bit of style 
scouting and I will let you know.” 

There you get in a nut shell the ease of anticipating 
Spring and Summer, 1936, because we are still living 
in the Summer of 1935, after an easy contact with the 
behavior of the public. What is more, we have almost 
forgotten November of a year ago, to determine the 
stream of public interest in footwear after bad weather 
sets in and suedes are not so salable. 

But our story is of the styles conference and its color- 
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ful session on the second day. F. Paul Riley of the 
Walk-Over store on Fifth Avenue was general chair- 


man and said: 

“It is apparently inspiring to the whole industry— 
tanners, the genius of footwear design, manufacturing, 
and ability in shoe merchandising, to witness the rising 
tide of popular interest in these semi-annual shoe styles 
conferences. The very soul of our industry would be 
dead if it were otherwise, for the extent of pair distribu- 
tion of quality footwear is established by the force of 
the stimulus of attractive design and the proper pro- 
motion of the relation idea—shoes to the trend of 
fashion in garments, that must come out of these con- 
ferences, contributed to by the foremost authorities in 
the country on men’s and women’s apparel, fashions, 
trends. 

“What Carmel Snow, editor of Harper’s Bazaar, said 
at this meeting one year ago bears repetition for 
emphasis at this very moment. ‘You have the shoes! 
You have the ideas, the workmanship and the fashion 
news! What is needed is more faith in yourselves as 
shoe creators and shoe retailers.’ 

“All of the substance of the reports of the Styles 
Committees could not be applicable to a single manu- 
facturer’s line, or fully reflected in the stock of the 
average shoe store in the Spring and Summer seasons 
of 1936. However, the very core of the forecast for 
each of us will distinguish itself by our differing inter- 



















KATE ARLENE GOLDSTEIN 


who dramatized Hollywood 
shoe fashions 


pretations of that part of the new that best lends itself 
to our own responsibilities. We must have the faith 
n ourselves that is called for. We should have faith 
n our ability and the courage to individually exploit 
an idea that the forecast may stimulate, a single pattern, 
or a succession of them, that the store, or the line, 
might be catalogued in the minds of the prospective 
customers as one that features singular, authentic shoe 


fashions peculiar to our own. 

“The protection afforded by Government design 
patent grants, or Guild registration encourages that 
practice. Of the greatest importance to our industry— 
the accumulated value of the many publicized promo- 
tions of differing interesting shoe fashions, will startle 
the curiosity of the buying public and revive that 
greater style-consciousness in quality footwear that 
attracts greater distribution and deserving profit for 
public service to our industry.” 

President M. A. Mittelman of the National Shoe Re- 
tailers’ Association said in his address at Tuesday’s 
session : . 

“The present upswing in business is the healthiest 
thus far. It is the first not due to Government spending 
or currency action. It is the first which seems due 
chiefly to inherent economic strength. 

“I bring you that optimistic statement after a week 
in which the New York Stock Exchange experienced 
great activity. Prices advanced from fractions to five 
points, as a result of President Roosevelt’s reassurances 
to business, which contributed in one week a billion 
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dollars to the value of all shares listed on the Exchange. 

“These things give token of increased buying power, 
growing confidence and fundamental American opti- 
mism. So you hold this semi-annual gathering of the 
trade at a most auspicious moment. We are here to 
recognize an opportunity—an opportunity to plan and 
prepare for a new Springtime. 

“The items of welcome news that I have given you 
indicate potential purchasing power ahead. So much 
has been said in the public press about the profit sys- 
tem. Actually, we operate on a profit-and-loss system 
and there are too many losses in retailing due to the 
fact that we don’t study public behavior as keenly as 
we study the behavior of competition. 

“We now reach the point where we need standards 
and ethics in fashion promotion. Many merchants 
have recognized for years that it is a vicious custom 
for manufacturers, wholesalers and retailers to steal 
fashions, in the belief that fashion is any man’s prop- 
erty. 

“In stepping into this new and better year of 1936, 
new types of shoes and startling variations of old will 
develop. Those who create, with a touch that is akin 
to-genius, should be protected in their craftsmanship 
and those stores that merchandise these beautiful shoes 
need the assurance of first ownership. If the seed could 
be here planted of protecting the rights of style, as 
created by the craftsmen of this industry, we will be 
making one further step in the direction of better stand- 
ards of business. 

“T leave this thought with you—for the work that you 
do here will find its retail acceptance at our great na- 
tional fair in Chicago in January, where the National 
Shoe Retailers’ Association celebrates its 25th annual 
convention and hopes to lead the merchant into an era 
of profit in business.” 

John Starbuck, men’s fashion authority of the New 
York Sun, gave an interesting talk on men’s styles. 

“Styles for men, all the way through,” said he, “orig- 
inate basically in England, for the same reason or for 
a slightly different reason than that women’s styles 
originate in France. Napoleon killed off a great many 
men in France—big, healthy ones—and this brought 
the art of the world to Paris. The woman is the domi- 
nant race in France today and has been for generations. 
Therefore it is the source of women’s style. 

“Men are the dominant race in England. They are a 
nation of sportsmen, and style has become an important 
factor in English life. The Prince of Wales and his 
brothers are stylists and creators of style simply because 
they desire to promote English woolens, and Scotch 
woolens to the world at large. The basic styles of 
England come from the army and navy. 

“The new styles from England are taken up in this 
country by what I call the ‘horsey crowd’ of Long 
Island, Philadelphia, Middleburg, Va., and the men in- 
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HIGHLIGHTS FROM FASHION 
SYMPOSIUM 
By 
RUTH HARRINGTON 


Silhouette changes to shorter, fuller skirt mean lower 
cut simpler shoes. 

Revival of pump, particularly D'Orsay line predicted 
for Spring—strongly emphasized in Hollywood. 

Contrasting colors in accessories dramatize import- 
ance of the colored shoe. 

Browns on the rise. All new browns reddish in tone. 

Dark shoe with discreet light trimming stressed as im- 
portant promotional item. 

Influences important for daytime clothes—the military, 
with its braid and buttons. School-girl simplicity calling 
- "simple" "childish" shoes with low heels and classic 
ines. 

Influences for formal clothes—the Renaissance, Gre- 
cian and Oriental themes continuing. 

Bronze kid shoes and cocoa satin evening slippers new 
note from Paris. 

Square toes and heels emphasized by all speakers. 





omamenae —— 


terested in polo and horse racing, steeplechase racing 
in Maryland, etc. These men of wealth spend a great 
deal of time in England. They come back with English 
styles. They are taken up in volume first by the eastern 
college men and then spread throughout the country. 
Sometimes they are changed to fit geographic and cli- 
matic conditions in the country. That’s the history of 
sport shoes, especially in the past three or four years. 

“T will be very brief and tell you that my work as 
scout stylist covers New York Stock Exchange, Palm 
Beach, Southampton, L. I., Meadowbrook, the Polo Club 
in Long Island, Newport, 47th Street and Broadway, 
Yale, Princeton and Harvard. I have noticed one de- 
velopment in style that may be of interest to you. At 
the polo games this Summer, at the hunt meet in Rye, 
New York last Saturday, it was very noticeable that 
this class of men, which I have called the style-setting 
men of America, have stopped wearing the plain white 
buck shoe with the brown leather toe cap or wing tip in 
black. This was very noticeable. You will feel this 
eventually—a return to popularity of the white shoe 
with the tan cap—the shade of light tan. 

“The next thing I have noticed that may be of inter- 
est: At this hunt meet last Saturday I failed to see one 
pair of black shoes. The men that didn’t wear white 
and tan sport shoes wore brown buck or brown calf 
shoes, whether they had on gray suits, blue business 
suits or brown sport clothes. The clothing manufac- 
turers will tell you that brown worsted suits are rapidly 
falling off in sales and that the clothing sales are domi- 
nated by gray blues, blues and grays of all kinds. 

“Well-dressed men or the style-setting men are 
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F. PAUL RILEY 
General Chairman, Spring 
Fashion Forum 


wearing dark brown (Briar brown) calf shoes 
with business suits and I believe that this can be 
promoted throughout the country. The grey suit 
and the blue suit do not demand a black shoe. 
The brown buck shoe is going to increase rapidly 
all over the United States. It has become a style 
fad among young men. 

“I think there is a great opportunity for the mer- 
chants of men’s shoes to promote the sale of sandals. 
Leather sandals as an extra shoe. At Newport, South- 
ampton and Palm Beach last February, the best-dressed 
men in the country, the men that spend more money for 
their apparel than any other group of men in this coun- 
iry, wore sandals of all shapes and character, and it is 
an extra shoe for men for Summer wear. The eastern 
college men in the past week, we find, have been buying 
sandals for wear in their dormitory and fraternity house 
and possibly on the street for early this Fall and next 
Spring.” 

Talks made by other speakers at the Styles 
Conference, including Gerald McCann, men’s 
style scout for the New York Herald Tribune; 
Ruth E. Waltz, of the Affiliated Buying Corpora- 
tion; Carmel Snow, editor of Harper’s Bazaar, 
Kate Arlene Goldstein and Hilda Rau will be 
reported in subsequent issues of the RECORDER, 
also the detailed reports of the conference on 
Spring styles. 

















Committees 


Two strong overtones, Color and Lasts, swept through 
the Joint Shoe Styles Conference as the probable trends 
in women’s shoes for Spring were being discussed by 
the assembled retailers, manufacturers and representa- 
tives of the allied trades as they met in the morning 
joint session in the Jade Room at the Waldorf-Astoria 
Hotel, Monday, September 9. 

This semi-annual conference was held under the 
supervision of the National Shoe Retailers Association, 
with Manager John J. Holden acting as major domino 
behind the scenes. 

Not quite as many retailers attended as usual for 
the time of the conference was too early for most of 
them to make their market trips or even to think about 
Spring buying. Due to the advanced date, the Women’s 
Style Committee adopted a new plan of procedure in 
releasing its report. The findings of the stylists and 
the consensus of opinion on their preliminary report 
will be laid before each member of the Women’s Style 
Committee, their recommendations considered and a 
complete report will be issued approximately a month 
from now. Supplementing this major report it is the 
intention of Manager Holden to issue such monthly 
reports on the subject of Spring styles as are deemed 
necessary to amplify and clarify the preliminary pub- 
lished findings. 

In opening the conference, General Chairman F. Paul 
Riley stressed the various points to be covered and the 
ultimate benefit the industry expects to reap from the 
labors of the gathering. The proceedings were con- 
ducted by Chairman Harold R. Williams of Bergdorf- 
Goodman, New York City. At the outset of the con- 
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Discuss SHOE 


ference the first speaker, Miss Ruth Kerr, fashion 
authority for the calf tanners, urged the holding of 
another style meeting at a later date which would be 
much closer to the Spring selling season, so that a 
more comprehensive picture may be had of the Spring 
trends. Recognition was taken of the fact that Spring 
opens several months apart in various parts of the 
country and that the particular problem of different 
localities must be solved individually and not as a 
composite whole. 

Color and lasts were the dominant topics which were 
injected into every phase of the Spring style discussion. 
It was brought out that color and the use of color in 
the costume is the most dramatic element in the Spring 
fashion trend. Of greatest interest to the shoe industry 
is not the fact that dresses and suits will continue to 
have color contrast in themselves, but that women will 
point up any and every costume by contrasts of related 
accessories in new colors. 

Related accessories—shoes, bags, hats, gloves, belts, 
scarfs—need not match in color. In fact a costume 
framed by many matching color accessories is liable 
to look too studied. A customer should always be 
offered at least two accessories that do match, but the 
relation between them and the other accessories may 
be carried out by color contrast, or matching texture, 
or related decorative theme. 

Broad matters of fashion are of enormous importance 
to shoe retailers looking forward to the Spring season. 
It is necessary to watch the composite costume silhouette 
as it develops—the dress silhouette that will prevail, 
whether hats are shallow or higher on the head, the 
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focus of interest above or below the waistline, the 
length of skirts. All of these elements should be studied 
in direct relation to-shoe fashions and the widely diver- 
sified types of shoes which are developing in connec- 
tion with types of costumes. Types of clothes as well 
as occasion clothes are important. 

Musical comedy, military motifs and Renaissance 
ideas are dominant themes at the moment in fashion. 
The Greek Classic, Oriental and peasant trends are on 
the rise. Exotic countries, historical personalities, 
motion picture costume themes serve as inspiration to 
fashion designers. But just what these new inspirations 
will be. as the new season unfolds and their bearing on 
shoe fashions is impossible to forecast at this time. 

As indicated by a study of the leather exhibit in the 
rooms adjoining the Style Conference, there was truly 


Ruth Kerr presents the leathers and colors for 
women's shoes while Harold Williams and 


Manager John Holden looks on. 


STYLES tor SPRING 


a panorama of color spread before the onlookers’ eyes. 
Most interesting is the reviving of real leather colors. 
Unquestionably these will make people more leather 
conscious. For years we have had materials for occa- 
sions, we have had patterns for occasions, even lasts 
for occasions. Now we have definite colors for occa- 
sions. 

There is a much greater use of color in combinations 
in the ensemble, it was brought out on the floor dur- 
ing the discussion. Many strange new colors will be 
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used with darker or lighter costume colors so that there 
may be three or four in the costume. This means that 
the so-called “scramble suit” of the past season gives 
great latitude for ensembles made up of sharp con- 
trasts and subtle harmonies. It was also indicated 
that there will be a wide use of colored accessories, 
including shoes, prompted by this theme. In other 
words there will be a daring use of color in accessories 
as a means of breaking down fashion uniformity in 
American dress. 

As pointed out by Miss Rhea Nichols, the unques- 
tioned basic colors will be black, brown and blue for 
early Spring in the North, while the West Coast and 
the South will go into colored shoes early. Gray suede 
which started in Los Angeles three years ago has been 
gaining strength all over the country and should be 
good this Spring in many communities. 

A wide range of blue shades for Spring costumes is 
of great importance as it means a subsequent wide use 





George Hess opens the meeting of the Men's 

Style Committee with a greeting of "Courage 

and more couraae to retailers the country 
over.” 


of blue in shoes. Marine Blue is considered to be the 
best shade for general wear in both all-over and in 
combinations. On the other hand, Touquet Blue for 
sports wear and Summer sandals is thought very well 
of, while the light Forget-Me-Not-Blue is excellent when 

[TURN TO PAGE 32, PLEASE] 

















Line in Fashion 


IN the quest for glamour, haven’t we gone a little bit 
too far? The Fall season opens with more fancy frills 
expressed in splendiferous words than in any past sea- 
son, to our recollection. One would think that shoes 
couldn’t be sold without statements to the effect of 
“Made in the British Tradition,” “Styled in the Heart 
of Paris,” “Romanced in the Renaissance” and all the 
fancy terminology of Europe, Asia and the South Sea 
Islands. We are having more sweet syrup of words put 
into the promotion of honest American merchandise— 
all for the purpose of adding glory to an article offered 
for sale. 

We respect British shoemaking, Paris styling and all 
the contributions to the art of fashion and color that 
come through European contact, but we also believe 
that a good word should be said about the United 
States and its contribution to the arts and utilities of 
modern life. When an honest made shoe, on an Ameri- 
can last and pattern that have been in vogue for a 
decade, masquerades as a creation of the craftsmanship 
traditional to England, we want to know WHY. 

Modern shoemaking at its best is acknowledged the 
creation of America, all the way from the system of 
machinery to the perfection of methods of tanning and 
through to the ultimate service at the fitting stool in 
a range of lasts, sizes and widths that is given to the 
American public alone. All the world acknowledges 
its debt to that New England corner of this country 
for the pioneer work of building “ready-made shoes” 
for all mankind to enjoy. ‘ 

There are fine points of craftsmanship that do go 
into hand-made shoes and England deserves great credit 
for her loyalty to the basic principle of making these 
shoes so well that they carry the recommendations of 
imitation; but we can point with pride to millions on 
millions of pairs of men’s shoes in sizes and widths 
and salable at all prices, that owe no allegiance to any 
land for character and efficiency other than the good 
old United States. We are not at the moment blowing 
the horn of nationalism, but rather pointing out a flaw 
in our own philosophy of marketing. Brag, if you will, 
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| By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


about imported shoes—but don’t borrow a coat of false 
colors to cover a shoe of American make. 

Sports apparel and footwear are of American origina- 
tion in the main for no country on the face of the globe 
has so much sport activity. It is not sport for the 
classes, but sport, sun and relaxation for everyone. 
Sports dress and its colorings was primarily an Amer- 
ican thought. If the truth were known, many an Ameri- 
can design is sent over to Paris to get a secondary 
fashion endorsement and in making this statement we 
are not decrying the glorious work of French artists. 

We have just come from viewing the work of the 
Joint Styles Conference in New York this week. Amer- 
ica has put its best foot foremost in coloring, styling 
and designing the footwear of a new 1936 Springtime. 
We would like to see credit given to the originators— 
one and all. 

We sense in this country a very wholesome study of 
human behavior in the creations of fashions and a 
great need for expression of the vigorous, active life 
of its people. In the last three months about 130,000 
Americans went abroad and expended nearly $5,350,- 
000,000—nearly $400,000,000 more than last year. 
Travel broadens and we believe in it—but if such travel 
develops a feeling of inferiority and a hankering for 
other modes of living, other philosophies and all the 
superficialities of snobbishness, why then we feel like 
saying: “This is a mighty interesting country, also 
historically great. It has magnificent scenery. It has 
high standards of living, splendid standards of dress 
and it is time we said something about it in the hope 
of preserving some of the institutions that have made 
America great.” Pride in our own production is a 
thought for promotion—try it. 
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The 
BALL-BAND 
SALESMAN 


Speeding your way with a new line of 
snappy sport shoes 


Once again the Ball-Band salesman is on his way to 
see you. 

And what a line of new Ball-Band canvas footwear he 
has with him. Fresh new styles with plenty of eye and 
foot appeal, and every pair built to the high standards 
Ball-Band has maintained for 47 years. 

We're sure you'll want to wait and have a look at this 


fine new footwear, and we're sure that when you do 


MISHAWAKA RUBBER & WOOLEN MFG. CO., 











see it you'll quickly appreciate why it's called the real 
customer-getting, profit-making line of the season. 
Then, too, the Ball-Band salesman will tell you and show 
you why Ball-Band dealers everywhere insist that Ball-Band 
rubber footwear is in for a big fall and winter season. 
That's another big story. 

The Ball-Band salesman is speeding your way, but if you 


want the latest news right away—write us. 


280 Water St., Mishawaka, Indiana 
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Our College Council 
Selects 
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A few of the current Fall foot- 

wear ads that reflect the style 

and smartness of the new sea- 
son's shoes. 


Fall Shoe News 


Bullock's Guide fox Choosing the Right-Heel for the Right Costume Vee 
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Smartly Told 


New Fashions and the Opening of School 
and College Are Favored Themes in Copy 


RETAIL shoe stores have any number of interesting 
stories to tell in their September advertising. First and 
foremost, of course, there’s the story of new Fall styles. 
It’s a story of colors, of leathers and leather finishes, 
of the surface interest that plays such an important 
part in shoes today; a story also of the Autumn types 
of shoes, and of what’s new in lasts, patterns, heels and 
decorative treatment. That ought to furnish material 
enough to keep any imaginative ad man busy for a 
month. 

But, in addition to the Fall style story, there are vari- 
ous promotions of a seasonal character to be publicized 
this month, such as school shoes, college shoes, and 
shoes for Autumn games and sports. Already the ad 
men have been busy with these promotions, and the 
number and variety of attractive advertisements ap- 
pearing in the papers furnish abundant proof that they 
are doing a good job of it. Current style ads also reflect, 





in their layout, illustrative treatment and typography, 
much of the smartness and fashion appeal to be found 
in the shoes themselves. 

There is a well-defined movement under way among 
retail shoe men in various cities to confine their adver- 
tising for the next several months to constructive copy, 
based on the appeal of the merchandise itself, and to 
refrain from an over-emphasis of price. More spe- 
cifically the objective is to postpone clearance sales and 
avoid anything in the nature of premature price-cutting, 
or advertising that would imply a price-slashing policy. 
In New York, for example, the Shoe Merchants’ Council 
proposes to refrain from reduced price shoe sales during 
the period from Sept. 2 to Dec. 24, and has enlisted the 
cooperation of a group of many of the leading retail 
shoe stores and department stores with that end in view. 

To date the Fall shoe advertising appears to have 
[TURN TO PAGE 34, PLEASE] 
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Style No. G183 


Misses’ ‘‘Buster 

a ppet 
Crushed Pri 
Oxford, Whole hue, Gun Metal Calf Trim, 
Brownkrom Sole, 7% inch Rubber Heel, ae 
year Welt, Skippy Last. A, B, C, 1242-3. 
G184—Same in Leaf Brown Amazon, oes 
Brown Calf Trim. A, B, C, 12'2—3. 





Just as Mt. Everest stands unchallenged as 
the World's highest mountain peak, 
BUSTER BROWN SHOES are recognized 
as the top in reputation, style and quality 
among shoes for boys and girls of all ages. 


Sold by high class stores everywhere 


BWvown, Doaoe Goungaanay, © MANUFACTURERS + ST. LOUIS, MO. 
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Here | am.. 
rm’ Buttons’ 


Reg US Pot. Office 















We go 


Window 


Highlights of Fifth Avenue’s 
Fall Shoe Promotions 


I'm the new Shoecraft shoe. They call me “BUTTONS” 
becouse | really have buttons—very nice buttons, on a 
slim litle strops cross the instep. | 

I'm going to be the new sensation in smart New York 
ond all over the country. | expect to be talked about, of 
course, but thot is the penalty of popularity, and I'll 
take it oll in my groceful stride. 


Come and see me “in person”. No picture can do my 
good looks justice. I'm olways’and only at Shoecroft, 


From |. Miller's win- 
dow:—The head with 
the big colored glass 
grapes which deco- 








ee OY «o's 00 0 9 2 12.80 rators are using is a 
nice touch for a shoe 
—— SHOECRAFT ee display. The lighted 


disc shows the sil- 

houette of the shoe 

behind the actual 
model. 


ot 56th - FIFTH AVENUE oat 38th 


AAAAA tC. Narrow fustin, beel 
81 9 91 10 add $3. 10) Li 43, 


New YORK stores are getting down to business now 
on their Fall shoe displays. Every window wears a 
Fall dress. Here are some of those that catch the 
eye and the customers. 

The Shoecraft windows present “Buttons”, their new, 
copyrighted feature shoe. You remember the success 
of the “Gringo”, a monument to a man who had the 
courage to play one shoe across the board for two 
seasons, in every known combination, at one fixed, 
never reduced price! Buttons is another shoe with a 
future! 

Was it luck or some sixth sense that made President 
Harry Rosenthal pick a shoe months ago that ties in 
so perfectly, right now, with this “Military” influence? 
There are thousands of “Buttons” in clothes and “But- 
tons” the shoe is right there with 8 more—up both sides 
of its instep-straps. “Buttons” comes in 18 different 
colors—even in evening materials. All 18 with a 
hand-bag to match. A square toe. Three different 
heels, but all three on the low side. As one of the 
advertising jingles puts it:— 








“T’ve a neat low trick 
Of letting girls down 
But I’m square about it 


So please don’t frown!” 


“Buttons” is a surprising shoe for such an intensive 
. promotion. If it weren’t for the smart colors and the 
Ready-to-wear windows are saluting the military mode with square last, it would remind you strongly of an or- 


dresses like this—button-trimmed, or braid trimmed. Both : sel ee 
these trimming details are also featured in shoes. thopedic type. But watch it—it’s important because 
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By 
RUTH HARRINGTON 


shopping 


it will be made important through complete merchan- 
dising and intensive advertising. 


* * * 


And speaking of square toes, Bergdorf Goodman's 
windows tell you in no uncertain terms this store be- 
lieves in this new last. According to Manager Wil- 
liams, the square toe is clicking with his customers— 
and that means the smartest women in New York! 
According to Mr. Goodman, square toes are the big 
story in Europe. Even the men are taking it up. Mr. 
Goodman’s next pair, he tells us, are going to be 
square-toed—really and truly! 


* *% * 


Over at the Tailored Woman, Pape’s new shoe de- 
partment puts both its best feet forward with a Fifth 
Avenue window and a first floor department. This 
new venture marks this outstanding designer’s return 
to the retail shoe business with an exciting new line 
of shoes. The displays make much of what Manager 
Blumenthal calls the “Series” idea—one pattern 
played in many different combinations. Several out- 
standing “Series” models are styled with bright tan 
Russian Calf trimming on brown, blue, green and wine 
suede—an ultra-smart combination. 


* * * 
Colored shoes are turning out to be more than just 


window-pieces: You will see wine, green and blue 
[TURN TO PAGE 51, PLEASE | 








One of Frank's new shoe 

baqs—a suede envelope 

with huge initials which 

are applied to order to 

match the trim on any 
shoe. 


A smartly simple Slater ( 
window. The swag is made 
of copper-coated fabric— 
the modernistic hands hold- 
ing the shoes are copper 
metal. 








¢ 


BOOT AND SHOE RECORDER, September 14, 


practical and popular products of mod- 
ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 


stitch Shoes the three essentials de- 


manded bydiscerning women — style, 


comfort and flexibility. 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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THERE'S news in the air! The Air-O-Pedic 
line has been restyled for Fall, with trim 
new models to suit every age, and spe- 
cial high-styles made on “down to the 
wood” lasts. ... And Air-O-Pedics have 
comfort which makes them doubly at- 
tractive, for these fine leather shoes are 
designed along scientific lines with 
famous corrective features. 

Air-O-Pedics are priced to retail at 
$6.50 and up—with a generous mark-up 
for your store. There are nearly 100 
styles to choose from and all sizes and 
widths. Why not have the Air-O-Pedic 
representative call to discuss our fran- 
chise and your order? 


AIR-O-PEDIC 
SHOE COMPANY 
BROCKTON, MASS. 





NINE REASONS WHY 
AIR-O-PEDICS 


WILL INCREASE YOUR PROFITS: 


Correct fit: Air-O-Pedic lasts allow the ball 
of the foot to fall in its natural position. 


Metatarsal arch supported without strain. 


Air-O-Pedic Arch: Comfortable, because 
it's scientifically correct. 

Steel shank: Air-O-Pedic’s scientifically 
designed arch is preserved by a steel 
shank which will withstand a weight of 
300 pounds. 

Extra ease for cuboid bone: Ample room 
here perfectly balances the weight be- 
tween the ball and heel-tread, keeping 
the foot in a nermal position. 

No slipping: no gapping: Air-O-Pedic 
Shoes fit securely. No chafing and no 
friction to wear out hosiery. 

Non-binding vamp and throat line: Gives 
comfort and relief at an important point 
of pressure. 

Cushioned heel rest: Air-O-Pedic heel 
test—a shock absorber at every step. 
Newest styles in all the wanted colors 
and materials. 


ono N OD gl mm GC De 
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| = AIR-O-PEDIC SHOE CO., Brockton, Mass. 
tl I should like to know more about 


he Fall line Air-O-Pedic Shoes. Will you be so 
d as to have one of your representatives call? 





Name 
Address 
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Committees Discuss Shoe Styles 
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combined with Marine, Touquet or other Bouquet 
colors. 

The brown family is greatly enriched through the 
numerous new “leather shades” in costume fabrics for 
casual town and country wear. The accessories to be 
used.in matching these new shades will be Luggage 
Tan or rich brown accessories such as Chaudron, Gin- 
ger Brown or Marrona. 

High-light colors such as Oriental Oxblood, Ginger 
Brown, Chaudron and Chamois are important for re- 
lated accessories such as bag and shoe, shoe and belt, 
hat and scarf. This oxblood color also shows promise 
for Summer promotions of prints combining dusty pinks 
or blues with the rich red, or the red on white grounds. 
Possible use of such Summer novelties in footwear as 
white with Oriental Oxblood, Chaudron, Touquet Blue, 
Ginger or Chamois because of interest in white-ground 
prints with color printing of these shades and com- 
posite multi-color effects. Backgrounds with big splashy 
daring color printings. Even linens take on more color 
as they appear in rich dark Summer colors instead of 
pale pastels, and both yellow and violet registers are 
used for Summer as well as in color accents in early 
Spring materials. 

Conversation relating to new trends invariably leads 
to a discussion of the importance and place of new 
lasts. Among the many who forecasted a revival of 
pumps for Spring selling, Rhea Nichols emphasized 
the necessity of having brand new last ideas incor- 
porated in order that the new pumps made of new 
materials would be thoroughly acceptable to the trade. 
In the general discussion of trends in lasts, Arthur 





The children's meeting, under Maurice Yoskin, 
stressed the importance of correct fitting and 
the styling of juvenile merchandise. 


J. Chase of the Vulcan Corp. pointed out the decided 
trend for wide toes in volume shoes. He said that lasts 
which seemed full last year appeared much too narrow 
at the present time. Harry Fontius of Denver voiced 
the opinion of many present when he stressed the neces- 
sity of more good-looking, well-fitting low-heeled shoes. 

Square toes, which developed from Peasant and exotic 
evening and leisure types of lasts, are now an impor- 
tant part of the general style picture, particularly for 
Spring. In a measure these are still limited to the high 
style, high fashion field, but the new measurements of 
these lasts provide such a marked degree of comfort 
and fit that they give promise of a very wide acceptance 
in many grades for the coming season. 

While this was a Women’s Style Conference, con- 
siderable discussion was held over the probable im- 
portance of Little-Boy dancing pumps for street wear. 
Just what sections of the country other than New York 
and Los Angeles would take to this extreme style was 
quite problematical. Taking into consideration the 
great sale enjoyed by low-heeled “slacks” after the 
introduction of this style three years ago by Hollywood, 
it appears that both the Little-Boy dancing pumps and 
the Little-Girk one-eyelet ties are destined to super- 
sede the selling of slacks. Apparently the Little-Girl 
one-eyelet tie, with or without tongue, will be de- 
veloped mostly in square toes and square heels. 

Opera pumps on square toe lasts with square heels 
running from 15/8 to 19/8 are also an ‘interesting 
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proposition. Interest was manifest in the new develop- 
ments in sailor ties, having 12/8 to 14/8 heels. 

The meeting closed with an earnest plea from Mana- 
ger John J. Holden to maintain prices in the coming 
season as a means to sounder shoe merchandising and 
a way to more substantial profits. 


Men's Style Meeting 


The men’s session developed into a hot one in more re- 
spects than in temperature and the animated discussion 
of the various style authorities assembled was keen, 
timely and to the point. 

As usual, George Hess of N. Hess & Son, Baltimore, 
held the chair and led the discussion. Never was Mr. 
Hess’ ability to take the frothy emanations from enthu- 
siastic speakers and reduce them to the factual more 
in evidence and he has earned the admiration of re- 
tailers who spent this warm day in convention. The 
nature of the discussion at times called for considerable 
of Mr. Hess’ ability along these lines. 

Ruth Kerr told the story of leather and style for 
Spring. It is to be a bright Springtime, with color at 
last taking its accepted and rightful place in the style 
picture. Never have retailers been offered such a wide 
variety of shades for selection. The leather of the day 
was reversed calf and its possibilities were thoroughly 
analyzed by both Miss Kerr and most of the speakers 
who were to follow her, 

Miss Kerr showed about eighteen new shoes and 
pull-overs (which will be illustrated in subsequent 
jssues of the Boor anb SHOE RECORDER), showing how 
the various types will be adapted and detailed for this 
new color. She was careful to indicate that, after all, 
these shoes were in fact just trends and the season was 
quite early to make definite prophecies. However, to 
most of those at the meeting the shoes looked very good 
indeed and were enthusiastically viewed and discussed 
during the course of the session. 

Highlights from this group included high style com- 
binations of white with vintage brown for promotion 
in conjunction with the men’s Spring sports clothes— 
in which maroon will be used for an accent with white; 
and a strictly new white shoe in which the body will be 
washable calf with brown or blue reversed calf used for 
trim and underlay. Others included deck blue in com- 
bination with white and used alone for evening wear, 
and white buck in combination with gray reversed calf. 
The possibilities of patent in blue for evening wear 
were also discussed at this time. One shoe which seemed 
particularly new was a combination of two tones of 
brown in reversed calf. This combination can be de- 
tailed in at least six different ways, each making an 
outstanding style contribution. 

Miss Kerr paid particular attention to the importance 
of reversed calf in the Spring picture and made a plea 
that the color names as indicated in the official report 
be promoted by the manufacturer, through the retailer 
and to the consumer. She also pointed out the diffi- 
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culty of making definite rules or stipulations about 
color because of the vast difference in tannage and 
expressed the hope that promotion of a given color 
may help to remedy this situation. 

Herbert Hanan of Hanan & Son suggested the use of 
lighter weight shoes for Spring as a welcome relief to 
customers who are going to wear heavy welted types 
this Winter; and suggested that the military influence 
(now so prominent in the women’s line) will doubtless 
carry over and be felt in plainer shoes for men. He 
also prophesied the biggest year for reversed calf and 
reversed type leathers. 

The question, “What is to take the place of white 
next Spring?” was put to the group. Arthur Adler of 
the Adler Shoe Stores suggested that the problem did 
not confront the volume business. Gilbert Hahn of 
William Hahn Company, Washington, D. C., said that 
he felt that some of the business would go to reversed 
calf and as early as this year he experienced an actual 
shortage of this type of leather. Bob Cook of the A. E. 
Nettleton Company, Syracuse, N. Y., said the sales of 
brown and white are definitely increasing. N. B. Nay 
of Wheeling, W. Va., said that he felt Sandwood re- 
versed calf with colored rubber soles would meet with 
great favor in the $7.00 and better grades. 


Tanners Open Spring Lines 


Color and more color was the story in every booth 
of the sixty-two tanners who took part in the Official 
Opening of American Leathers for Spring at the Wal- 
dorf-Astoria, Sept. 9-10. 

There was a real brilliancy in this showing of Spring 
leathers. Brilliancy with good taste, however. 

Every kind of leather tannage was on display for 
men’s, women’s and children’s shoes, to say nothing of 
the remarkable new handbag leathers. Possibly the 
greatest one outstanding result has been the perfection 
of colors not natural in leather. Then, too, many things 
have been done to leather, without detracting from the 
characteristics of fine leather. 

Every year tanners spend considerable time and 
money in developing ways of making better materials. 
This year, as a consequence, there has been a great 
development in all kinds of white leathers, kid, calf, 
buck and sides alike. The leather in this show repre- 
sents the products of one of the few crafts in the coun- 
try which is still based on hand work. Expert crafts- 
manship is reflected in the colorings and textures which 
make this the greatest leather show on record. 

In commenting on the exhibition, James J. Lyons, 
chairman of the Exhibition Committee of the Tanners 
Council of America, said: “This was one of our most 
successful showings. The date had an impotant effect 
in bringing out the right expressions of opinion. Manu- 
facturers and retailers alike are most optimistic over the 
current and Spring trade. 

“The colorful showing was very useful in helping 
to arouse interest.” 
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Fall Shoe News Smartly Told 


[CONTINUED FROM PAGE 24] 


been singularly free from reduced-price 
publicity of a destructive character, but 
the season is young and it remains to 
be seen to what extent good resolutions 
will be preserved in practice. The New 
York plan proposes to avoid the use, 
in advertising or windows, prior to Dec. 
24, of the words “sale,” “clearance,” 
“reduced from (to),” “values from 
(to),” “comparable,” or their equiva- 
lent. No objection is raised to expres- 
sions like “specially priced,” “regular 
low price,” “special purchase,” remark- 
ably priced at,” etc. Thus the solution 
of this vitally important problem of 
retail policy seems to resolve itself into 
a fine discrimination in the use of words 
by advertising copywriters, but the dis- 
tinction between what is considered 
legitimate sales promotion and destruc- 
tive price publicity seems sufficiently 
clear, so that retailers and advertising 
writers the country over, who wish to 
follow the lead of New York shoe mer- 
chants in this campaign, should have 
no difficulty in conforming to its spirit. 

That there are plenty of effective 
selling arguments which can be used 
in copy without resorting to statements 
which tend to demoralize values and 
start a competition in price cutting is 
apparent from the line of advertising 
now being used by any number of 
stores the country over. For example: 

“At your feet ... there is where the 
grace and beauty of your silhouette 
begins,” says Propst-Hildress Shoe Co. 
of Roanoke, Va. “And so, especially 
because skirts will be shorter this sea- 
son and shoes therefore gain impor- 
tance, I. Miller has created a new series 
of shoe silhouettes for Fall... au- 
thoritatively Costume-Right Silhouettes 
for Swagger Sports, for the Smart 
Town Tailleur and for Dressy After- 
noon... elegant yet simple to the point 


of austerity ... built as only the hand 
of a craftsman can build fine shoes for 
the most fastidious feet.” 

“If you watch your step, you'll step 
into suede this Fall,” according to Mc- 
Curdy of Rochester. “For the Sued-ish 
accent is the smart accent when it 
comes to accessories. And you'll be 
delighted with the new velvety quality 
of the new suedes—the deep even nap, 
so soft to the touch. And so easy to 
clean. .. . McCurdy’s is first to present 
all the important new versions in suede 
shoes so that you can be the first to 
wear them. Our artist has sketched six 
Fall, 1935, ways of taking suede. Dozens 
more await your admiration. Featuring 
—The ankle-high suede oxford; The 
high-throated Renaissance and Empire 
lines in suede; The new round-toe 
suedes that make your foot look like 
a baby doll’s; The duo-suedes combined 
with patent, kid, lizard or alligator; 
The new lower heel in suede, which sells 
action, comfort and grace; The high- 
buckled Colonial suede pump.” 

“Back to School, Miss Los Angeles?” 
asks Robinson’s. “Then take a business- 
like campus oxford. For Sundays a per- 
sonable suede oxford. For off-campus 
affairs, an important dress sandal. And 
for formal evenings a very jewel... 
in your College Shoe Shop—$8.75.” 

“Shoes have taken a new, fascinating 
importance in the Fall wardrobe,” de- 
clares Innes Shoe Company of Los 
Angeles. “They’re so individual, so un- 
usual in design, and leathers are manip- 
ulated in many new ways. Especially 
popular right now is suede to combine 
with the tailored or dressy costume. 
Sketched is a step-in type in black, 
brown or navy suede, trimmed with 
strips of lighter silk kid, placed on the 
shoe diagonally, $9. Smart illustrations 
characterize these ads. 





Sixteen Best Shoes in Dallas 


Buyers Name Most Important Shoes of the Month and Agree 
Suede Leads Materials 


DALLAS, TEX.—With the inaugura- 
tion of Fall fashions well under way 
in the Southwest, 16 alert Dallas 
buyers were asked to name their most 
important shoe-of-the-month. The sur- 
vey follows: 

Whiddon—A green, high-built step- 
in with suede front and kid back. The 
flap clasp is held with an ingenious 
date seed fastener. . 

Sanger Bros.—A black, high-heel, 
high-cut oxford in gabardine, trimmed 
with suede disks on which tiny braid is 
stitched. 

Cantilever—A brown calf sports 
model with medium heel, suede saddle, 
and detail achieved by stitching and 
perforating. 

Zesmer—F lat heel sports shoe in 
brown suede with a side tie fastening 





and alligator trim on tip and fox. 

Titche-Goettinger Co.—A green suede 
and Titian calf, a rich copper hue, 
high-cut oxford. Perforated trim. 

Scandal Shop—A brown gabardine 
pump that is trimmed with a front lac- 
ing of silk cord with light colored 
knobs. High heel. 

A. Harris & Co.—A strapped moc- 
casin oxford in brown suede, finished 
with fine English piping in brown 
patent. 

Volk’s—Soft, baby alligator in the 
new Burgundy shade and perforated 
= an underlay of gray. High leather 

eel. 

W. A. Green Co.—A strapped spec- 
tator with a small arch opening. In 
green suede trimmed with tan calf 
stitched in green. 
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Baker—A black suede oxford with 
high straight heel. Trimmed with 
strips of patent and moire binding. 

Dreyfuss & Son—A black crepe T- 
strap, trimmed with a radiating design 
of silver kid pyramided on gold kid. 

Nieman-Marcus Co.—An entirely 
new design, the strapped pump. Me- 
dium-heeled brown suede, trimmed 
with saw-tooth patent piping. 

LaMode—The Colonial shoe inter- 
preted in black gabardine combined 
with suede and trimmed with silver- 
finished metal. 

W. L. Douglas—A black grained 
leather sport shoe with side buckle, 
picot edged, and high-tongue effect. 

Nisley—A medium heel, brown suede 
step-in, trimmed with a front patent 
loop and patterned stitching. 

Paul’s—A black suede strap, the 
front line shaped to a point on the arch, 
trimmed with minute silk binding. 

Buyers agreed that materials matter 
a lot this Fall. Suede is still tops with 
them. Alligator, particularly the soft 
baby skins, swings into second place. 
In the fabrics class, gabardine, tweeds, 
and wools are for early wear and the 
college-going customers. Highly pol- 
ished calf is the sports leather. Gold 
and silver both in kids and metallic 
meshes all over the place are the 
dancers’ evening formula. 

Even the die-hard southwestern 
buyers have succumbed to the use of 
color. Green shoes and wine shoes are 
being promoted with the sheerest hose 
in matching colors by such stores as 
Volk’s. 

The high cut shoe holds its own. 
Oxfords sometimes come right up to 
the ankle bone. Pumps have tongues, 
buckles and gadgets of no little novelty 
to pull them high on the arch. Straps 
often look like pumps with the strap 
tacked straight at the sides. 

Square heels and square toes are 
clicking at Neiman-Marcus Co. Patent 
trimming often is being seen on suede. 
Metal cloths are shown to complement 
metallic gowns. The Colonial shoe is 
staging its own renaissance. 

Such is the groundwork laid by 
southwestern shoe men. 





L. D. White New Manager 


Dover, OHIO—L. D. White, of In- 
dianapolis, has been named manager of 
the shoe department of the J. C. Penney 
Co. store here. Mr. White, who has 
been in charge of the shoe department 
of a Penney store in Indianapolis, will 
take immediate charge. He has moved 
his family to Dover. 





Opens New Store 


CANTON, OHIO—The Norman Shoe 
Co., an exclusive women’s footwear 
store, has opened its new store in Mar- 
ket Avenue, following the completion 
of a new two-story brick building by 
the S. S. Kresge Co. The store previ- 
ously was located on the site, but was 
discontinued several months ago, while 
the old building was razed and a new 
one erected. 
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HANDSOME 


The distinguished appearance of Norwegian 
Calf requires no explanation. Your customer 
eat-1¢-bald tame d-Yololep abt-1-T-n a at-\ ammM-> 4 01-S al}: M Colo) aa 
and is pleasantly surprised at the price. @ But 
“handsome is as handsome does.” On that 
score, Norwegian has no peer. This vegetable 
tannage is soft, pliable as a glove — yet tena- 
ciously true to the lines of the last. » » » 
A. F. GALLUN & SONS CORPORATION, Milwaukee, Wis. 
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New Ideas Make Different Shoes 


[CONTINUED FROM PAGE 15] 


styling of men’s shoes. Many of the 
smartest shoes to be seen this Fall are 
coming out of movie capital and reflect 
the intense interest of the younger men 
in what is smart in pictures. The log- 
ger-ski boot type is right out of Holly- 
wood. A smart buyer out there con- 
ceived the idea of taking a hand 
stitched Rosite logger boot and de- 
veloping it into a young man’s dress 
oxford. After months of trial and cut- 
ting back to wood, this pattern was 
finally perfected. The amount of orders 
written from accounts all over the 
country attest the acceptability and 
need of this pattern and last for Fall. 

In a way this shoe is a natural fol- 
low-up of the very popular reverse 
calf plain toe blucher with crepe sole, 
which was so well received by con- 
sumers everywhere. This logger pat- 
tern fits the need for something original 
to take the place of this favorite for 
Fall. The shoe pictured is in Setter 
Brown reverse calf with a storm welt. 
Other variations which are considered 
more popular include the use of water- 
proof type leather in black and brown 
with full leather linings, double soles 
and reverse welts. And, believe it or 
not, this shoe is also being developed 
for evening wear. 

What to wear for stormy weather? 
There is usually plenty of it on the 


Northern Campus. The plain tip 
blucher illustrated is a water-proof 
shoe if there ever was one. To re- 
versed doubled construction there is 
added a full length rawhide slip sole. 
The whole shoe is full leather lined. 
The color is the rich Bourbon that you 
find in quality oil treated leather. 

The monk type shoe is fast becom- 
ing a great favorite with the college 
men. First shown in reverse calf, it 
now has interesting new developments 
in grains and combinations of reverse 
calf and grains. We illustrate two— 
one a combination of the Scotch tongue 
idea and the buckle motif in Setter 
Brown reverse calf and Scotch grain. 
The pinked and perforated tongue serves 
to cover the laces and is held in place 
by a broad strap also of grain leather. 
The other shoe is the logical develop- 
ment of the reverse calf monk, so 
popular last Fall. It is a special process 
Scotch grain and incorporated many 
new ideas in one shoe. Note the high 
riding broad strap starting at the 
counter and the side opening. The 
sole is a special inlaid crepe rubber, 
(college men are very particular about 
rubber soles) and a water-proof raw- 
hide slip sole. The solid leather heel 
smartens up the shoe considerably, and 
its full leather lining makes it a de- 
cidedly Winter shoe. 





Lift the Children’s Department 


[CONTINUED FROM PAGE 16] 


such stores as the May Co., Los 
Angeles; Scruggs, Vandervoort & 
Barney, St. Louis; Goldsmith & Co., 
Memphis; Munn Co., Houston; both 
the Boston Store and the Fair Store in 
Chicago; Stewart Dry Goods in Louis- 
ville and many others. 

Possibly the most important reason 
that these stores find it best to have 
their children’s shoes immediately ad- 
joining the women’s is that there is no 
real line of demarcation between the 
children’s and the women’s shoe de- 
partments. When the writer was serv- 
ing as manager of a family shoe store 
years ago, the children’s department 
came to an almost abrupt stop with 
size 2 in the misses’ run. Now with 
misses’ shoes being carried to size 3, 
with growing girls’ size 8 and in some 
cases to 10’s, the fitting and style 
ranges definitely overlap those carried 
in the women’s department. Many 
women think it smart—and thrifty—to 
buy shoes for their own feet in the 
same department which serves their 
good-sized daughters. 

Having adjacent departments _in- 
sures increasing the traffic in both the 
children’s and women’s sections, while 
at the same time only carrying a nor- 
mal stock. Sending customers from 





one floor or department to another 
always results in a certain amount of 
“lost” customers, together with the cer- 
tainty of arousing customer antagon- 
ism in being chased from department to 
department. 

Adjacent shoe departments always 
lend themselves to better policing, or 
floor supervision, by the management 
than when they are segregated. 

As a general proposition, there is 
not enough business in a city of 200,- 
000 or less, to warrant a store in carry- 
ing overlapping stocks of shoes in two 
departments. Another point is, fami- 
lies are shopping more as a unit and 
less as individuals. It is, therefore, 
obvious that it is easier to interest the 
mother in shoes for herself when the 
department is near, than if it is located 
on another floor. 

Most mothers think in terms of 
children’s and women’s shoes and not 
women’s and children’s shoes. They 
therefore go to the children’s depart- 
ment first. If that department is not 
quite near the women’s department, 
the chances of the mother buying shoes 
at the time is small. Shoe depart- 
ments scattered all over a store do not 
have the pulling power of concentrated 
ones. Department store politics often 
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makes buying a difficult problem for 
their customers. 

Successful children’s shoe depart- 
ments are not treated as a step-child 
or a minor part of the business. Where 
you find one that is making money, you 
will always find someone directly 1e- 
sponsible for the children’s sales. This 
someone has nothing to do with the 
women’s end of the business and is 
usually a salesperson who is not de- 
pending on a commission in order to 
earn a fair wage. 

After all is said and done, children’s 
shoe departments more than any other 
department in the store, depend en- 
tirely on the personality of the sales 
organization. It is possible to fool a 
grown person by glib sales talk, but a 
child instinctively knows whether or 
not the person waiting on him is really 
interested in the work. 

Personality is one thing which can- 
not be substituted in a children’s de- 
partment. 

People selling- children’s shoes are 
usually as enthusiastic as the manager 
of the department himself, and no 
more so. When he knows his job and 
likes it, the salespeople will like their 
work and do it well. 

All successful departments are defi- 
nitely marked so that every woman 
that comes in is impressed with the fact 
that here is a store that features good 
shoes for her children and will give 
real service. 

When children’s departments had 
their beginning as separate units, most 
of them were gaudy, colorful and very 
picturesque. They secured most of 
their appeal from the smaller children. 
Novel animal benches, moving objects, 
crazy mirrors and the like held the 
spotlight in most of these departments. 
Subsequently, it was found out by 
smart managers that such a treatment 
was being overdone. Larger boys and 
girls, from eight to fourteen years of 
age, did not care to sit on animal 
benches nor were they particularly in- 
terested in story book pictures. They 
wanted to be fitted in chairs like their 
parents, because they resented being 
treated as children. 

To be sure, there were features they 
did like—such as receiving a small gift 
with their purchases—belonging to 
special children’s clubs — attending 
special children’s picture shows and 
possibly looking into funny mirrors. 
However, they were much better pleased 
if little sister and brother sat on the 
animal benches while they did their 
shoe buying in the new chromium. 
chairs. 

So much for fixtures. A summary 
would seem to show that it is important 
to set aside and mark a definite space 
as a strictly juvenile department. It 
is necessary to have a few nove! 
benches for the little children, but it is 
vastly more important to make the 
older boys and girls feel at home. Free 
gifts, changed often and of a kind that 
the kids value, still have a strong pull- 
ing power, and a few novel features 

[TURN TO PAGE 43, PLEASE} 
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HE Xtrulock molded Process is a 

typical example of the Goodrich policy 
of satisfying the popular demand, making 
Goodrich Sport Shoes easier and more 
profitable to sell. Many alert dealers have 
already reaped handsome profits by push- 
ing this favorite line. 


EXCLUSIVE 
XTRULOCK SELLING POINTS 


NO SEAMS—to chafe feet or wear out 

stockings. 

NO STITCHES—to break or work loose. 

Trimming locked to upper means longer 

wear. (See upper picture at right) 

SMOOTH INSIDE—No chafing or blister- 

ing even when worn without stockings. 

EXTRA WEAR WITHOUT EXTRA WEIGHT 

— foxing, trimming, outside counter and 

tougher toe-cap locked to upper—all 

net welded together in one unit assuring 
etter wear. 

VENTILATED UPPER—cooler foot com- 

fort—washable in ordinary soap and 

water. (See middle picture at right) 

HYGEEN INSOLE — Prevents excessive per- 

spiration odor. 

DISTINCTIVE APPEARANCE—and superior 

finish retained throughout long life. 


Goodrich Sport Shoes molded by the pat- 
ented Xtrulock Process are sold under a 
special sales policy with suggested mini- 
mum retail prices, which allow you a sub- 
stantial margin of profit. Their superior 
construction, style, and distinctive appear- 
ance give them a sales appeal that lifts 
them out of “cut-price” competition. 


THE B. F. GOODRICH FOOTWEAR DIV. 
Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; 
Fe Il; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
nver, ¥ 5 ’ ‘ 
eles, Calif.; Minneapolis, Minn.; New York, N. Y.; Phila- 
lelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Fran- 
cisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 


G 








Xtrulock Molded 
Sport Shoes 





Ventilated upper, pat. no. 1949159, cooler foot comfort. ' 





THE NAME GOODRICH ON 32,000 PRODUCTS IS RECOGNIZED AS A 
MARK OF QUALITY TO THE CONSUMER—AND A SYMBOL OF PROFIT 
TO THE DEALER 








This is one of a series of advertisements giving many reasons why it will be to your advantage to stock and sell Goodrich Rubber Footwear. 
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NATIONAL SHOE 


An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 
FOUNDED 1912 





Shoe Consumption in U.S. 
Large by Comparison 


In comparison with other large indus- 
trial countries, the per capita shoe con- 
sumption in Germany is still comparatively 
small. In 1933, it amounted to 0.98, increas- 
ing in 1934 to 1.11 pairs. 

“In the United Kingdom and the United 
States, the per capita consumption in 1934 
approximated 1.8 and 2.5 pairs respective- 
ly. In order to promote shoe consumption, 
it was decided at the last meeting of the 
Federal Association of German Shoe Deal- 
ers to extend the propaganda activities for 
larger shoe consumption.” 


* * * 


Production Increase 


Reflecting the general expectation of an 
increased Fall business at retail, domestic 
production of boots, shoes and slippers for 
July, 1935, was larger than for June, 1935, 
and July, 1934, according to the monthly 
report of the Department of Commerce. 
During July, 1935, 31,483,566 pairs were 
produced, compared to 26,731,928 for June, 
1935, and 28,393,878 for July, 1934. 

Production from January to July, 1935, 
decreased 0.9 per cent compared to the 
output for the corresponding period last 
year. The figures for this year are 215,492,- 
932 pairs and 217,550,393 pairs for 1934. 


You Can't Shoot "Em, But 


John Laycock, president of the Shoe 
Merchants Council of Greater New York, 
has just released a list, which includes 
some of the more representative shoe firms 
in the Greater City, that approve of the 
proposals to restrict “markdown sales.” 

This plan, of course, if adhered to by a 
majority of the more representative houses 
in the city, will help to eliminate the many 
mis-statements that are made on value com- 
parisons, 

It is a rather noticeable fact that some 
men’s shoe distributors in this section evi- 
dently know only one method of promo- 
tion—and that is to sell price by compari- 
son. So far, it looks as if distributors fol- 
lowing this method intend to get their 
regular profit by comparing their shoes 
with shoes in grades of much finer stand- 
ing—and this way to arrive at their valued 
comparison. 

It is the opinion of many that if this pol- 
icy continues to be followed—that event- 
ually some branch of the Government will 
be taking an interest in these over-state- 
ments—and then the chiseling merchants 
who have caused the trouble will put up 
their hands in holy horror and shout— 
“Keep the Government out of business.” 








A Constructive Styles Conference 


N.S.R.A. Renders An Important Service to the Industry in Sponsor- 
ing Semi-Annual Style Meetings—Support the Associa- 
tion That Makes Such Service Possible 


One of the most constructive, interesting and informative style conferences 
ever held in the shoe industry was staged on Monday and Tuesday of this week. 
under N.S.R.A. auspices, at the Waldorf-Astoria Hotel in New York. It took 
place in conjunction with the First Showing of American Leathers for Spring, 
1936, which was also held at the Waldorf by the Tanners Council of America. 
The two events attracted a large attendance, representative of all sections of the 
country and all branches of the shoe industry. 


A Pre-View of Spring 


Taken together, the style conference and the leather show provided a compre- 
hensive pre-view of the style picture in Spring shoes. Not a final picture, to be 
sure, for there are details to be painted in as the season develops and as the ideas 
outlined at the conference are submitted to the tests of practical experience. Bui 
when a merchant has seen the new leather colors for Spring, not merely in 
swatches but in the actual skins, and also in shoes of the types for which they 
were created; when he has heard such important style items as lasts, patterns, 
heels and the manifold details that enter into shoe design discussed by practical 
shoe men, and when the fashion background in apparel and accessories has been 
described by stylists who make it their business to familiarize themselves with 
every trend and development in the world of fashion, then that shoe man has a 
safe working knowledge of what’s ahead in shoe styles. And such knowledge 
cannot fail to prove of material assistance to him in planning his merchandising 
and buying for the coming season. 


The style conference gave all of this and more to the merchants who attended 
the meetings at the Waldorf this week. And for the benefit of merchants who 
could not attend, it prepared a comprehensive Style Forecast outlining its con- 
clusions regarding men’s, women’s and children’s shoes, which will be broadcasi 
to the industry through the trade press and printed reports. All of which con- 
stitutes another noteworthy service performed by the National Shoe Retailers As 
sociation for the benefit of shoe merchants and the industry at large. 


Co-operation of All Shoe Merchants Needed 


That retailers appreciate this service is apparent from the interest displayed 
in this and other style conferences, not only by those who attend but by the 
many who request reports and information on various subjects of individual! 
interest. To render service of this character, efficiently and continuously, an asso- 
ciation needs the support of a representative membership of active and intereste:| 
retail merchants. We believe that every shoe retailer in the United States will wis! 
to read and study the style reports emanating from this conference, and in doing 
so we also ask every retailer to bear in mind the fact that, without an efficient 
national organization, it would be impossible to hold conferences of this char- 
acter and to carry on the numerous other services rendered by the National Shoe 
Retailers Association. 

The moral is very plain and simple. If you are a member of the N.S.R.A., 
take an active interest in all of its activities and help the association along by 
your loyal support. If you are not a member, JOIN THE N.S.R.A. Share in its 
benefits and help it to fulfill its responsibilities to the shoe industry. As Theo- 
dore Roosevelt truly said, “Every man owes something to the industry of whic} 
he is a part.” 
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SERVICE CENTER 
274 Madison Avenue 
New York, N. Y. 
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JOHN J. HOLDEN 
Manager 





Concentrate on Fall Promotion 


With Prospects Bright for a Profitable Season, Now Is the Time 
to Tell Your Public a Fascinating Fall Shoe Story 


| NDICATIONS point to the likelihood of a splendid Fall upturn, with an increase 
in the retail field of fully 15 per cent over last year’s volume, Henry H. Heimann, 
executive manager of the National Association of Credit Men, points out in a 
recent review of business conditions sent to the 20,000 members of the credit 
men’s association. 

Discussing the record during the Summer, the credit executive declares that 
“it seems reasonably safe to say that doubts as to whether or not the severe 
depression is a thing of the past were rather thoroughly dissolved during the 
past few months. The Summer has witnessed a more-than-usual resistance to 
seasonal let-downs in many lines of activity. It is well to recognize that recovery 
at all times is registered through a series of advances and recessions, but that 
the general trend is upward. 

“The current improvement, however, fully reflects the- better confidence exist- 
ing throughout the country. To be certain, the surface waters still present trou- 
bled appearances, due as much to so many undigested Congressional bills with 
uneconomic tendencies and our tremendous expenditures as to any other causes, 
but underneath it all is developing. a calmness growing from a confidence that 
even the worst of these tendencies may be behind us.” 


* & # 


More Pairs at a Profit 


Reflecting this general spirit of confidence in the possibilities of the coming 
season, shoe retailers throughout the country are aggressively turning their atten- 
tion to the effective promotion of Fall merchandise, convinced, apparently, that 
intelligent merchandising of the many attractive and salable types of shoes on 
the market this season will produce better results in the way of increased business 
and better profits than they have experienced possibly during the past five years. 

This improved sentiment and determination on the part of retailers to con- 
centrate their efforts on selling activities in itself represents a distinct gain. 
There is no doubt that preoccupations with economic conditions and doubts as to 
the advisability of venturing anything in view of the perplexing outlook has been 
a retarding influence in the business world since the depression became acute. 
When retailers slacken their promotional activities, curtail expenditures for such 
items as display and advertising and buy only the merchandise they absolutely 
must have, the let-down is reflected in a diminished volume of sales. These poli- 
cies were no doubt wise and justified in many instances, but it is fortunate that 
the time has arrived when the more aggressive shoe men are convinced that 
renewed efforts along merchandising and promotional lines can be counted on to 
produce definite results. 


Worry over economic conditions that are beyond the control of the individual 
and over their present or potential political repercussions is likely to paralyze 
initiative and discourage effort. The best policy for the average retailer in a 
period of recovery is probably to confine himself to a broad interest in such mat- 
ters, such as any good citizen should take, while concentrating the better part of 
his energies down the line of his own business. In a word, it’s most practical to 
leave economics to the economists and politics to the politicians, for the next 
few months at least, and bend all of our efforts toward the immediate objective 
of selling more shoes at a profit. 





The matters discussed on these pages are solely the expression of the National Shoe 
Retailers Association 











What Movie Stylists Say 


About the Importance of Shoes as 
Part of the Costume 


Make or Mar Ensemble 


William Lambert, stylist, 20th Century- 
Fox, says: 

“Shoes are such an important accessory 
in a woman’s costume that they can either 
make or mar the ensemble. I am in favor 
of the shoes harmonizing with the gloves 
and handbags for street or spectator sports- 
wear. Coordinated accessories are always 
smart, whether the costume be for morn- 
ing, noon or evening. 

“For formal wear I am in favor of the 
present trend to split the skirt a bit to 
provide a view of the clever pumps now be- 
ing shown for evening wear. With the 
trend toward Grecian lines for Winter the 
gold and silver sandals now available are 
charming and the combination effective.” 


* * * 


Partial to Black or Brown 


Gwen Wakeling, stylist, 20th Century- 
Fox, says: 

“I am partial to black shoes for street 
wear with brown my second choice. Russet 
calf shoes, particularly pumps, worn with 
Fall costumes in dark green and with 
brighter blues are smart. For evening, 
pastel suedes are lovely for a change. The 
new square-shaped heels are clever and 
heels set with small baguette mirrors for 
evening are not only scintillating but are 
a fascination, too. I am definitely against 
the low-heeled sandal for formal wear. The 
black satin sandals with gold heels are 
something new and smart. But whatever 
the costume, the shoes must be in harmony 
with it for one to be well shod,” 


Interest in Lighter Leathers 


Rega, 20th Century-Fox stylist, believes 
that unless the foot is particularly well 
shaped contrasting colors in shoes, except 
for evening, should be undertaken advised- 
ly. Very often the pleasing line of the 
ensemble is broken by calling too much at- 
tention to the feet. She is interested in the 
lighter leathers, especially for oxfords for 
the chiffon weight tweeds. Paisley sandals 
with matching bags are favored for simple 
evening gowns and she also favors jeweled 
straps and buckles on crepe and velvet 
sandals for evening. 
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PROMINENT SHOE MANUFACTURERSS 
LIGENSED 10 USE 
DEL- MAC PROCESS 


Andrew Geller Shoe Mfg. Co. 
Brooklyn, N. Y. 
Stone Shoe Company 
New York City 
Schwartz & Benjamin f 
Brooklyn, N. Y. 
M. Wolf & Sons, Inc. ~ 4 
— \ 


Brooklyn, N. Y. 

Tupper, Inc. 

New York City 
Wolff-Tober Shoe Mfg. Co. 
St. Louis, Mo. 





Elbee Shoe Mfg. Co. 
Brooklyn, N. Y. 


$. Ravh & Company 
New York City 


Tilley-Williams, Ltd. 
New Toronto, Ontario, Can. 


H. & M. Rayne, Lid. 

London S. E. 1, England 

The Lloyd Shoe Company 
Ripley, Ohio 

Liberty Shoe Company 
Lynn, Mass. 

Gregory & Read Co. 

Lynn, Mass. 

Frank Barber Shoe Mfg. Co. 
Long Island City, N. Y. 
Johnson, Stephens & Shinkle Shoe Co. 
St. Louis, Mo. 

Colonial Shoe Company 
Jersey City, N. J. 

Kleven Shoe Company 
Spencer, Mass. 

La Valle, Inc. 

New York City 


And Many Others 





WARNING! 

The Del-Mac Pro- 

cess is protected 
| by 8 United States 
| A patents — other 





The Del-Mac Process is protected by the following U. S. rat 9823, 
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PROMINENT SHOE MANUFACTURERS 
LIGENSED 10 USE 
DEL- MAG PROCESS 


v gi |. lotus Ltd. 


— ss Grand Shoe Company 
» S| Haverhill, Mass. 


De Luxe Shoe Co., Ltd. 
Toronto, Ontario, Can. 


Avon Shoe Company 
New York City 


- > The Menihan Company 
Rochester, N. Y. 


C. V. Watson Company 
Auburn, Maine 


Craddock-Terry Company 
Lynchburg, Va. 


~~ y : y Grossman Shoes, Inc. 


ee Brooklyn, N. Y. 
The New USMC Splitting : 
: Model £ ' J. M. Connell Shoe Co. 
Machine, id © South Braintree, Mass. 











Feder-Gregg Shoe Co. 
Cincinnati, Ohio 


The Julian & Kokenge Company 
Columbus, Ohio 


George E. Keith Company 
Campello Station 
Brockton, Mass. 
Pedigo-Lake Shoe Mfg. Co. 
St. Louis, Mo. 


The Irving Drew Co. 
Portsmouth, Ohio 


D. Armstrong & Co., Inc. 
Rochester, N. Y. 


Athan Dritsas Shoemakers, Inc. 
Haverhill, Mass. 


And Many Others 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry, if he follows the guide 
written in every-day language. 
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of Finanees 


CONSISTING OF: 


Complete Bookkeeping 
Guide— 

Daily Records— 

Departmental Records— 

Comparative Statement of 
Income— 

Daily Record of Salesmen— 

Comparative Trial Balance— 

Cloth board loose leaf binder. 


841 Q-50 Complete 


Postage Prepaid 


(Check with order, please) 
Unless C.0.D. shipment 
is preferred 


Merchants Service Dept. 

Boot and Shoe Recorder 

209 South State Street 

Chicago, Ill. 

—Please send me the FINANCIAL RECORD, 
for which find check enclosed for $10.50. 


—Please send me sample sheets for inspection. 








LU 








The Most Complete Record 


in the Most Convenient Form 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 





The least entries —the least work— 
the least chanee of confusion or error. 





Sales DAILY— Receipts 
Sales Compar- WEEKLY— Disbursements 
ison 


Itemized Over- 
Cost of Sales ( MONTHLY ) =a. 
Returns FIGURES Net Earnings 


USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC. 
oon IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY 
DETAIL, , 

ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. 





NEW GOVERN- 
MENT RULINGS 
DEMAND MORE 
ACCURATE AC- 
COUNTING 
THAN IN THE 
PAST. 


REFILLS IN 
STOCK. 





<——@EMAIL THIS TODAY 





When writing advertisers please mention Boot and Shoe Recorder 


BOOT ann SHOE RECORDER 


MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, Ill. 
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ADVENTURES OF THE “/rimfoot Swins 
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THESE SHOES YoU SOLD 
ME HURT TERRIGLY~ 
| DON'T THINK THEYRE 
& GOOD FIT 


YES, 
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ANOTHER ONE! 
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SWELL SELL MORE SHOES 
AND CURE. YOUR. BLUES 
You OUGHT TO SEE ‘EM BUY 











Cc The world’s smoothest 
shoe salesman 
gives instant relief to the 75% of your 
customers who suffer from metatarsal 
pains and callouses. 
Order a run of stzes now! 


Write today for FREE Booklet ‘‘Here’s How” 
List Price $6 Dozen Pairs Retail Price $1 Pair 





WIZARD COMPANY 


St. Louis, Missouri * Walsall, England 
Canadian Distributors: Canadian Specialties, Ltd., 
49 Sanford Avenue S., Hamilton, Ont. 
















Lift the Children's 
Department Upstairs 
[CONTINUED FROM PAGE 36] 


in the way of decorations seem to be 
all that is needed. 

In regard to clerks, women, in many 
cases, do the best job, as it takes 
patience and understanding to wait 
on children successfully. Clerks who 
depend on commissions and have higher 
priced women’s and men’s shoes that 
they can sell as well as children’s, will 
usually neglect the children’s business 
so that in time they will do it an 
irrevocable harm. Separate super- 
vision under the head shoe buyer pro- 
duces the best results. 

Even today, price is an important 
factor. To many women who pay 
$5.00 and $6.00 for a pair of shoes 
for themselves, $3.00 is a good price for 
a pair of children’s shoes. Some parents 
will pay $4.00 and $5.00 for boys’ and 
girls’ shoes, but to do a volume job 
it is necessary to cover the popular 
prices of $2.00 to $4.00 with a large 
selection of styles. And above all 
else, with a most complete stock of 
sizes and widths. 


Fit them and the business is yours. 
Do not run out of sizes. Carry shoes 
from infants’ to growing boys’ and girls’ 
sizes; have them right next to the 
women’s department; make some girl 








or man responsible for children’s sales; 
promote this department separately and 
it will bring you profits. 


Some buyers have experimented and 
have proven that the extra promotional 
money spent to sell children’s shoes in- 
creases women’s sales $2,000 for every 
$1,000 increase on the children’s end. 
This is without any increase in their 
women’s promotion. It is needless to 
say that these buyers are spending from 
50 per cent to 65 per cent of their total 
advertising appropriation in promoting 
the sales of their children’s department. 

Selling children’s shoes is an impor- 
tant job for any shoe department. 

It can do wonders in helping to in- 
crease both the women’s and men’s shoe 
business. . 


Wilton's Reopens 


WALLA WALLA, WASH.—A grand re- 
opening was staged recently for the en- 
tirely new Wilton’s Buster Brown shoe 
store at 3 E. Main Street, which is 
modern to the last detail. Charles F. 
Wilton, owner and operator of the fine 
new store purchased by the present 
management three years ago, together 
with Howard Michels and Edwin 
Parish; his assistants, greeted hundreds 
of customers at the reopening cere- 
monies, at which gifts were featured for 
every member of the family. 


There were beautiful overnight cases 
for the ladies, pen and pencil sets for 
the men, and tea sets and Scout knives 
for the girls and boys. All those at- 
tracted to the newly modernized store 
and the display of new Fall footwear 
were rewarded with attractive gifts 
when making purchases. 

Newest and most modern of shoe 
stores in Walla Walla, Wilton’s Buster 
Brown shop strikes the current note of 
streamlining within and without, since 
a large financial outlay was made by 
Mr. Wilton to bring the store strictly 
up to date and afford merchandising 
facilities of the most metropolitan char- 
acter. 

Terrazzo flooring has been installed 
at the entrance, between the splendid 
new zig-zag windows that stretch out 
the display and permit unobstructed 
view of the footwear on display from 
every angle. The store front has been 
created of black vitrolite and chrome, 
and this chrome effect inside and out is 
the theme of the new streamlined mod- 
ernity. The new light fixtures within 
have chrome bars instead of chain- 
hangings, with chrome dominant on the 
doors, while the display cases are 
chrome and black. Neon lighting ef- 
fects add brilliance to the interior, as 
well as over the facade, where a sun- 
burst design of high intensity draws, 
like a magnet, attention to the newly 
beautified shoe store on E. Main Street. 
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| Basic Knowledge Needed to 
| Insure Profitable Shoe Store 
| . 
Operation 
THERE are several fundamental requisites of a suc- ‘ 
cessful shoe buyer. ’ 
The first is a well trained, well informed sales force, I 
| a selling organization that can and will build customer / 
| confidence by courteous, helpful, intelligent service and } 
_ proper fitting. Regardless of how well a stock may . 
| be selected or balanced, it still has to be sold. There- ’ 
fore much depends upon its proper presentation. Most ': 
sales are made and lost through this medium. A sell- ° 
| ing staff should know everything possible about the 
| merchandise, its adaptability, fashion rightness, dis- * 
| tinctiveness, and individual features. , 
| Furthermore, the sales staff should thoroughly un- Fé 
“a | derstand the correct fitting of the different types of | 
| can recommend the filet of | shoes they are selling. Regardless of how well pleased 
sole, today, sir.” | the customer may be with the shoes purchased, if they 
| are improperly fitted, the chances are that the customer 
a | will never return for another pair. On the other hand, 
| 
And L, madam, can recommend | if the shoes are correctly fitted, the customer will un- : 
shoes of Surpass Blue and | doubtedly be a walking advertisement for the depart- ‘ 
Surpass Brown Glaze d ki d ” ment. Selling, therefore, is all-important. . tl 
‘ | 
| sl 
. Requirements for Buying Budget j h 
The exact colors offered in the Blue and Brown | ’ ee | : 
are most important in themselves. The profits of | It is my belief that there are certain basic require- tt 
. . | ments that must be given first consideration in the 
retailer and manufacturer alike depend on the fact | : . cl 
“ +h fashi A | buying budget. These are the types of shoes which 4 
that they are step with current tashions. As a | constitute the stable (not staple) stock, the nucleus 
result, the modish appeal of Surpass Blue (color | around which every successful business is built. By | | 
and Surpass Brown is combined with a char- stable stock, I mean a selection of smart seasonable : 
#13) and Surpass B bined with a ch ble stock, I 1 f bl | : 
acter of leather, a promise of customer satisfac- | styles and materials in lasts, heel heights and types : b 
tion, and a maintenance of Surpass uniformity that that are not oe Gs s departure from what the store st 
: h A Sah th hail has been selling. In other words, always cover on ' T 
ame ‘ a Sn en eee your bread-and-butter styles and sizes, realizing, of i 
to resist. | course, some sugar and honey styles are necessary as F 
| sweeteners. The reason for the latter is to create a i fs 
| fashion consciousness for the store, but not to the ex- pe 
+ | tent that they will overburden the stock and spell too T 
_ many markdowns. Well kept records will reveal the th 
| exact proportions. he 
| It is necessary that a successful buyer have a knowl- ni 
y edge of the fitting qualities of the different manufac- ss 
~ BROWN (:41) turers from whom he buys his supplies. He should 
ss . know the adaptability of designs and patterns to the ” 
s AND last; strong and weak points in a line; the different ~ 
22 kinds of construction in footwear and have some sense ‘a 
o 8 BLUE of color and color combinations, as well as styling pi 
BH details. és 
k* es well as BLACK Shoe buyers must be abreast of the times and search 
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Successful Buyer 


By GREGG A: SPRALEY 


Shoe Buyer, Lowenstein's 


Memphis, Tennessee 


all available fashion information. They must know 
the correct fashion trends not only for the country at 
large, but for their cities and their particular stores. 
A buyer, too, must keep his stock in such shape as to 
be able to take advantage of all new seasonal ideas 
as developed. To be the first to show the new thoughts 
in footwear strengthens the style and rightness prestige 
of any buyer and goes a long way toward building a 
real volume for a store. 

Successful operation compels timely merchandising 
and promotion, clever displays and interesting adver- 
tising. There must be coordination with other apparel 
departments in these promotions, for shoes are an ac- 
cessory to the ensemble. 


Concentration of Lines Essential 


Concentration of prices and lines is essential to 
profitable operation. The former makes possible a 
more complete spread of styles and sizes at a given 
price. This tends to make selling easier, especially if 
the customer has selected your store because of the in- 
stinctive feeling that about anything can be obtained 
here at a given price. Concentration of lines tends 
to eliminate duplications of similarity in styles, speeds 
turnover and helps to eliminate markdowns. It also 
creates a better understanding and fosters closer co- 
operation with the supplying manufacturers. 

A well kept stock and control system is a very im- 
portant function of successful and profitable operation. 
This is not necessarily an elaborate or intricate affair, 
but a simple system which can be broken down quickly 
so as to tell instantly the exact condition of the stock. 
This will give such important details as pairage in 
each style, color and material on hand and sold, also 
a composite of each classification. Another important 
factor is the system of stock arrangement in the shelves 
so as to facilitate moving out short lines at first price. 
This tends to eliminate markdowns materially. While 
this does not eliminate all the ills of operation, it does 
help a great deal and serves as a grand guide in plan- 
ning the next season’s purchases, for from it we can 
get practically all the necessary information. 

In the last analysis, either operating a shoe store or 
managing a department resolves itself into a case of 
knowing the precise locality, the customer’s tastes and 
needs, then finding out where the store fits into this 
picture best. Concentrating on this one phase of the 
shoe business almost always produces successful results. 
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THE 
SMARTEST LOOKING SHOES 
IN THE STORE 





ARE THOSE DISPLAYED ON 
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Good display attracts customers and 
Fairy Forms are fundamentally necessary 
for every pair of shoes that you show in 
your windows. 


Fairy Forms keep the shoe rigidly in shape, 
thus attracting attention to every feature 
of fit, comfort and design. 


Dress up your windows today. Use Fairy 
Forms in all your shoes and let them do 
the selling for you. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Northampton Paris 


England 
Melbourne, Australia renee 


Frankfort 
Germany 
Mexico City, Mexico 
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Number Four of a series of thoughts entitled 


* . 


Let's Face the Facts 


Those who bay cheap shoes are usually 
least able to waste their money that way 


% Cheap shoes seldom profit anyone. They do not create good 
will and it is hard to make money on them. If their sale could be restricted to those 
who could afford the extravagance, it wouldn’t be so bad—aside from the likelihood of 
doing damage to their feet—but as a rule it is those who must “watch their pennies” that 
so frequently are the victims of price appeal. 


% The “cheap and shoddy” does not live. There is nothing 
permanent in it. Every enduring structure must have a foundation, and experience has 
suggested nothing stronger than quality, either in shoes or in men. 


% These are the reasons why we have built Star Brand shoes 
through the years to our high standards of all-leather quality, and we doubt if there is an 
individual anywhere who knows our company and its products that doesn’t have a high 
respect for their integrity and value. 


% We are proud of that reputation. 


“Star Brand Shoes Are Better” 








ROBERTS JOHNSON RAND 


Ask our salesman to Granch of international Shoe Co. 


h this book— 
IT WILL PAY You. ST. LOUIS MISSOURI 








When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 





Fall Styles Stimulate Retail Sales 





Suedes, Reptiles, Fabrics Among the Popular Materials Reported 
in Demand in Midwest and South 


Cuicaco—Reptiles have taken a 
prominent place in the Autumn show- 
ings in the Loop stores. It looks like a 
reptile season. I. Miller features a one- 
eyelet and three-eyelet tie in both high 
and low heel in black or brown in Malay 
reptile at $8.75. Marshall Field & Co. 
are showing a tailored suede tie with 
smart alligator trim in green, brown 
and black at $13.50. Another reptile 
number at Field’s fifth floor shoe de- 
partment is an amber alligator in a 
broad strap model with Cuban heel at 
$14.50. Mandel’s are displaying a baby 
alligator in two oxfords and a pump 
with built-up leather heels in the fifth 
floor shoe salon at $5.45. 

Suedes in the new accordeon-like 
pleats, giving a rippling effect, are a 
feature at Carson, Pirie, Scott & Co.’s 
third floor shoe salon. These soft-look- 
ing shoes are shown in both bow pump 
and tie oxford with straight boulevard 
heels in black or brown at $10.75. 

The Palmer Boot Shop is making a 
special showing of vanity slippers in 
brown, green, dubonnet, black bucko 
and black calf. Priced at $4.98. The 
Hub’s women’s shoe department is fea- 
turing the Winkelman low-heel high 
front tie oxfords at $8.50. Hanan’s show 
several models of leather low-heel ox- 
fords for the college girl at $8.75. 





Better Conditions Increase Sales 


OMAHA, NeB.—Good crops, rising 
prices on farm products in this area 
are giving the people of this district a 
desire to be well-shod. Shoe merchants 
report increased business over the 
drought figures of last year. 

“It appears that this year will be a 
splendid one for business,” reports M. 
W. Stephen, manager of the shoe salon 
of the Nebraska Clothing Company. 
“The early Fall business has been ex- 
cellent. We have already sold more of 
the better-grade shoes than we sold 





low-priced shoes last year. Our school 
shoe business, too, is most significant 
of the return of better times. We are 
not having to be cautious about price 
this year as we have been for the past 
two years. People are demanding better 
shoes for their children. Our school 
shoe business is very gratifying.” 

Business in the Brandson Shoe Shop 
of the Brandeis Stores has already gone 
over last year’s figures and conditions 
point to a better season than this store 
has had since it opened a year and a 
half ago, according to Lloyd E. Bank, 
manager. 

Shoe merchants throughout the city 
are just as enthusiastic as these two 
on the coming Fall business. They de- 
clare that the Mid-West is coming out 
of the depression and the first thought 
seems to be of shoes, and good shoes, of 
many people. That is interpreted as 
a distinctly favorable sign for future 
business. 





DATES TO REMEMBER 


New York State Shoe Retailers Associa- 
tion Convention, Onondaga Hotel, 
Syracuse... 2... cssccnece Sept. 22, 23, 24 


Shoe Fashion Guild Spring Style Showing 
Waldorf-Astoria Hotel, N. Y., 
Nov. 18, 19, 20, 1935 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1935 


Michigan Retail Shoe Dealers Association 
Convention, Detroit....Jan. 12-13-14, 1936 

Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Phila- 
delphia ............ Feb. 10, 11, 12, 1936 








Suedes and Fabrics Lead 


Des MOINES, IowA—“Suedes and 
fabrics are the whole store in the Fall 
shoe demand to date, and have been 
since the first of August,” according to 
Sam C. Nicholl, manager of the shoe 
department at Wolf’s. 

Demand has proved better than last 
year, due partly to the nature of the 
season, he believes, and partly to gen- 
erally improved conditions. Browns are 
leading by a wide margin, with blacks 
also good, and some scattered demand 
for blues and Dubonnet in suedes. 

Lower heels are proving no bugbear 
in this section for the women like them, 
according to Mr. Nicoll. Even “flats” 
are having a good following in the 
early Fall demand. 

Clearances have been completed in 
practically all the local shoe stores and 
the entire business is being done on the 
Fall lines. As to colors, the brighter 
shades are going to some extent, and 
as the season advances are expected to 
gain in popularity. 





Ghillies Popular on Coast 


PorTLAND, ORE.—This is a Ghillie 
season for many of the shoe stores and 
departments of the entire Pacific North- 
west, where they are featured in hosts 
of novel styles and merchandising 
methods. At Armishaw’s shoe salon at 
526 Southwest Park Avenue, this city, 
the spotlight is thrown upon this dis- 
tinctive footwear, and the genesis of 
the Ghillie is strikingly revealed. 

Certainly it is sweeping the Pacific 
Northwest, where many of the major 
shoe outlets are featuring countless 
Ghillie styles this September. 





Suedes Lead in Displays 


New ORLEANS, La.—Suede and Nu- 
buck shoes in Dubonnet red are being 
displayed at practically all the exclu- 
sive and better grade of specialty 
shops, with forest green and navy bucks 
close runner-ups. One of the best dis- 
plays in the city so far is that of the 
Keller-Zander Company, in the heart 
of the shopping district. 



















There are hundreds 
of “arch” lines, but 
there is only one 
genuine Arch Pre- 
server Shoe for Men 
THE WRIGHT ARCH 
PRESERVER SHOE 







































the first and still the 
leading arch-type 
feature shoe among 
dealers, doctors and 
the general public. it 
is made EXCLUSIVELY 
by E.T. Wright & Co., 
Inc., of Rockland, 


Massachusetts. 
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Shoemaking Exhibit at Museum 








An interesting shoemaking exhibit that is attracting a great deal of attention at 


the M of S 





and Industry in Chicago. This exhibit is put on through 


the cooperation of two Chicago concerns, Marshall Field & Company, world 
famous department store, and Cole Rood & Haan, makers of fine quality shoes 
for men. 





New Shoe Department Opened 


CINCINNATI, OHIO—The Fair Store 
Company’s new women’s and children’s 
shoe department was opened Sept. 1. 
C. L. Gross, Cincinnati, a man of long 
experience in the shoe business, is the 
new manager. The department, which 
has been entirely remodeled and en- 
larged, has 2600 feet of floor space and 
a seating capacity of 75 chairs. Mod- 
ernistic lighting, brown leather uphol- 
stery, and green and tan walls and 
cases add to the attractiveness of the 
interior. Women’s shoes sell at prices 
from $1.99 to $6. Black suedes with 
medium heels have been the best sellers. 
The children’s department, in which 
Tick Tock shoes are featured, is at- 
tractively furnished and _ decorated. 
Shoes sell at $1.19 to $3.49. Mr. Gross 
is manager of both departments. Fif- 
teen clerks are employed in the two 
departments. 


E. T. Bumpous New 
Vice-President 


NASHVILLE, TENN. — An announce- 
was made recently of the election of 
Earl T. Bumpous to the vice-presidency 
and Board of Directors of the General 
Shoe Corporation. 

Mr. Bumpous has been connected 
with the men’s shoe industry for more 
than twenty-five years. During this 
long period of association with the in- 
dustry he has served not only in the 
actual manufacture but has held many 
executive and sales positions. 


Three years ago, Mr. Bumpous was 
made head of the design department 
of the corporation, being responsible 
for styling of all shoes in the various 
lines made by the General Shoe Cor- 
poration. 

It was largely due to his broad ex- 
perience and to his knowledge of the 
trends in men’s shoes, that the cor- 
poration quickly came to the forefront 
as creators of some of the newest and 
most exclusive styles in men’s shoes. 

In addition to continuing in his 
present capacity as head stylist, he 
will, as vice-president, assist in the 
sales, merchandising, and advertising 
activities of the corporation. 


J.M. Tate Now Shoe Traveler 


WICHITA, KAN.—For the past ten 
years, J. M. (Jack) Tate has been man- 
aging the men’s shoe departments of 
Woolf Bros. in Kansas City and 
Wichita, Kan. Previous to that he has 
had many years of retail shoe selling, 
all of which qualifies him for his pres- 
ent job of selling shoes on the road for 
the E. E, Taylor Shoe Corp. Jack Tate 
will travel the states of Kansas, Okla- 
homa and Missouri on a double mis- 
sion. He will not only sell “Taylor 
Made” shoes to the merchant, but he 
will give the merchant practical as- 
sistance in the presentation of these 
shoes to the public. Mr. Tate’s merchan- 
dising ability will be at the disposal of 
his trade without cost. 
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~QUALITY—SERVICE—FIT 
STANDARD 


REG.U.S. PAT. OF F. 





THE PARK AVENUE 


Treadeasy Arch-supporting 
Welt 


No. 8044—Ginger Brown 
Suede Buck, Baby Alligator 
Trim, Widths AAA to C, 
Sizes to 9, Last 98, Heel 
16/8 Peg Leather. 

$5.10 


In-Stock Now 


WINGATE 





Treadeasy Arch-supporting 
Welt 


No. 8045—Ginger Brown 
Suede Buck, Baby Alligator 
Trim, Widths AAA to C, 
Sizes to 9, Last 98, Heel 
16/8 Peg Leather. 

$5.10 


In-Stock Now 








Early Fall brings an unusual demand for 
shoes combining both comfort and style. 
The new Treadeasy line for Fall has been 
designed expressly to fulfill these consumer 
TREADEASY SHOES demands. 
RETAIL AT New Leathers, new styles plus the fine fitting 
and comfort qualities which have made 
Treadeasy Shoes the leaders for over 60 


6 a 0 years, offer the merchant unlimited possi- 
enemas bilities for the most successful season he 


has ever experienced. 


It’s a quality line to the finest detail backed 
up by a quality in-stock and quick delivery 
service that has no equal. 


N, INC: BATAVIA: NEW. YORK 


BUILDING 


AND UP 


NEW YORK CITY SALES OFFICE - - 944 MARBRIDGE 


When writing advertisers please mention Boot and Shoe Recorder 
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NATURE STUDY 
FLEXIBLE ARCH 
“ACROBAT” 
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QUICK -TURNOVER 
GREATER-PRESTIGE 








(Clara Bo Rice 
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INVESTIGATE! 


Write 


ACROBAT SHOES, INC. 
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Dept. 4 Faribault, Minnesota 





PorTLAND, ORE.—Harry F. Gold- 
stein’s new shoe store, “The Foot Re- 
lief Shop,” has been functioning just 
long enough so that the rough edges 
are smoothed off and some good repeat 
business is being enjoyed. The corner 
location gives the store some 68 running 
feet of display glass, and as seen by the 
accompanying photograph, the space is 
used to the fullest advantage. 

Just two lines of women’s shoes are 
carried, Ault Shackford, retailing at 
$5 and $6.50, and the Dickerson line at 
$8.50 and $10.50. Mr. Goldstein finds 
these four retail prices give him a very 
fine coverage. 

There are no backs to the windows. 
The open effect has a tendency to make 
the store appear homey and intimate. 
Ledges back of the windows in the store 
are used for display purposes. 

“The effect of carrying complete 


Foot Service Policy Succeeds 
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stocks, that is, from AAAAAA to D’s 
and from 4’s to 11’s, plus the invitation 
to the trade to return a week after 
being fitted in order that the fitting 
may be checked, is having the desired 
effect,”’ remarked Mr. Goldstein. “We 
started less than a year ago from 
scratch and are now doing a nice busi- 
ness. I believe that trade has been de- 
veloped mostly from good shoes prop- 
erly fitted. A great deal of our trade 
is sent us by professional men and 
women, as well as our good friends sell- 
ing shoes right here in Portland, as we 
carry a size range not attempted by 
most stores. 

“A news story published about our 
shoes, with no names_ mentioned, 
brought us 127 replies. This response 
shows the interest of people in the news 
of shoes having comfort or corrective 
features.” 





Burt's Opens South Side Branch 


CHICAGO, ILL.—The new Burt’s South 
Side shoe store at 6338 South Halsted 
Street, was opened to the public re- 
cently to a record crowd for first days. 
The new unit, the second for Burt’s in 
Chicago, was remodeled from an old 
outmoded store at an expenditure of 
$10,000, into one of the finest shoe 
salons for the sale of women’s popular- 
priced footwear in the city. 

The modern front is in red Verona 
and Alpico marble. The interior is fin- 
ished in Italian Carrara marble, with 
inlaid linoleum floor covering in colors 
that harmonize with the decorations. 
The wide panel woodwork is of Italian 
olive worked out in a cherry combina- 
tion. The color scheme is in ivory- 
white, silver, and red, and produces a 
stunning effect. The modernistic seats 
are the last word in seating, and pro- 
vide a colorful contrast to the general 
scheme in a two-tone color combination 
of red and yellow. 


The main store is located at State 
and Monroe Streets in the heart of the 
Loop retail district. It was opened 
about a year and a half ago and the 
acceptance of their popular-priced lines 
by the women of Chicago, according to 
Mr. Arnette, is responsible for the ex- 
pansion of the store into a chain, of 
which the South Halsted Street unit is 
the start. 


Big "K" at Capacity 

CINCINNATI, OHIO—The Big “K” 
Shoe Co. of Cincinnati, makers of the 
Arch Rejuvenator shoes for women, 
and of men’s and women’s house slip- 
pers, are operating at full capacity 
and report Fall business greatly in- 
creased over the Spring season and the 
Fall season of a year ago. 

M. Hecht covers Pennsylvania; M. 
Kirchenblatt, Ohio; Charles Slipher, 
Indiana; Dave Wolf the Southern 
States, and Bernie Israel the Middle 
West. 

















» D’s 
ation 
after 
tting 
sired 
“We 
from 
busi- 
1 de- 
rop- 
rade 
and 
sell- 
S Wwe 
1 by 


our 
yned, 
onse 
news 
tive 


tate 
' the 
ened 

the 
lines 
g to 
} CX- 
5 OF 
it is 























BOOT AND SHOE RECORDER, September 





14, 1935 

















shops, sports 








Air 
Conditioned 
Restaurant 












In Philadelphia 


You will enjoy your stay at 
the Bellevue ... 
enjoy its world famous cuisine 
.. its smartly modern com- 
forts and appointments . 
its traditional hospitality. 


Your engagements, theatres, 


tion are conveniently close by. 


RATES AS LOW AS $3.50 


|BELLEVUESTRATFORD 


One of the World’s Great Hotels 
CLAUDE H. BENNETT, Gen. Mgr. 


you will 


and transporta- 




















FRANKFORT 








We Go Window Shopping 


[CONTINUED FROM PAGE 29] 


shoes in almost every window, but the 
surprising thing is that they are sell- 
ing—and selling well. Red has the lead 
by far, navy blue is more important 
than green in the first selling. 

Manager Gerton of Saks Fifth Ave- 
nue tells us that his red shoe stock is 
turning more rapidly than his brown. 
That doesn’t mean he is selling more 
red than brown, but in proportion to 
his relative investments in the two 
colors, red is the more active. 

His customers are buying red shoes 
as contrast accessories rather than to 
match the costume. His salesmen are 
trained to stress this idea—that the 
red shoe is smartest as an accent. In 
selling colored shoes—that’s the point 
to put over. In the costume picture 
this Fall, there are very few colors 
with which oxblood accessories wouldn’t 
be smart . . . and a long list of cos- 
tume shades where the pick-up of red 
shoes is very smart indeed. 

* * * 


Another feature of the Saks collec- 
tion is the shortened shoe—shortened 
optically through new lasts, pattern 
treatments and combinations of ‘mate- 
rials. The whole Fifth Avenue facade 
this week shows these new types that 
make a 4-B look like a three. As you 
go by, you hear women exclaiming over 
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TIRELESS TREAD FEATURES 






ASA 


In Stock 


No. 205—Black Kid, Self Stitched 
No. 305—Brown Kid, Self Stitched 


78 Last—15/8 Cuban Leather Heel 


Quality that protects a healthy mark-up. 


=@ RETAILERS ..WITH A POSITIVE PROFIT 


HOGE-MONTGOMERY CO. Ine. 


KENTUCKY 





“how small” these shoes look. It’s a 
neat trick of lasting and designing. 


* * * 


Combinations of materials are 
stressed all along the Avenue. The 
suede shoe is made to look very new 
by a fresh treatment of contrasting 
trim. Patent, often stitched, is first 
choice. Alligator figures prominently. 
Lizard trim is back again—strong. 
Moire with suede appears in the af- 
ternoon shoe, a grand combination to 
go with the caracul coat, star of the 


fur mode. 
* * * 


The new “English Shop” gets the 
window space right now at Frank’s. And 
they are doing an excellent business on 
low-heeled sturdy shoes of the types 
associated with English life. It’s 
very interesting to see the kind of cus- 
tomers that buy these shoes—and sip 
their tea as they do it. (Tea every 
afternoon being a feature of the shop.) 
Some of them are college girls, but 
most of them are women in their 
thirties or forties. 

It makes you realize that the shoe 
business has been overlooking a_ bet 
for years—the trade of smart women 
who want lower-heeled, more com- 
fortable, more sensible smart shoes. 
The rumor is that there will soon be 
other “English” shops in other cities— 
special sections devoted to merchan- 
dising the smart walking shoe. 


Frank Pomo Manages New Shop 


OmAHA, Nes.—F rank Pomo, formerly 
with Beno’s Department Store, Council 
Bluffs, Iowa, is the manager of the 
shoe shop in the New Virginia Dare 
Shop at Sixteenth and Farnam Streets. 

This store, which comprises five floors 
of ladies’ ready-to-wear apparel, opened 
recently. The shoe shop is located in 
the basement and comprises 900 square 
feet of floor space. It is decorated in 
green and taupe with modernistic fur- 
nishings. 

“Our business shows a very healthy 
condition in the short time we have 
been open,” declares Mr. Pomo. “We 
did not do a booming business the first 
day and then drop to practically noth- 
ing afterward. Instead, we did a good 
business on opening day and have 
shown an increase every day since.” 


A Shoe Family 


New ORLEANS, La.—There is no un- 
employment problem in the Heckmann 
family in New Orleans. John W. Heck- 
mann, Sr., shoe merchant, whose prin- 
cipal store is at 1211 St. Anthony 
Street, has in all five retail shoe stores 
in the Seventh Ward. All employees 
are members of the Heckmann family, 
there being father, mother, seven 
daughters, three sons, sons-in-laws and 
grandchildren. 























































nema 

















OO i i i eh i eh i ie ei dial 


Dancing and Bowling Shoes 
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BALLET SLIPPERS 


Right and Left Lasts 





Black Kid 
No. 600—Top Grade 
Miss lid 


Wom. Child. 
$1.35 $1.30 $1.25 
* 
Wom. Child. 
$1.20 Hi 15 $1.10 
BROOKS SHOE MFG. CO. 
Swanson and Ritner, Philadelphia 








Buy a Nationally Known Brand 
We carry everything 
in dancing shoes, also 
a complete tine of 
bowling shoes. Goud 
Write for price list. 
ROVICK THEATRICAL SHOE CO. 
Manufacturers 325 W. Madison St., Chicage, III. 
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Shoe Shrinker 
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ENN! 95 Hs 8 EE 
The Original 
SHOE SHRINKER 
The Shee Decter 


Pat. Ne. 1990142 
with 


Prepared Fluid 


Shrinks Leather or Fabric 
Shoes Perfectly. Makes 
Sales. Stops Refunds. 







$15.00 


Write fer ion Information 


E. C. SMELTZER CO. 
121 E. Gist St., Indianapolis, Ind. 


— and Easy to Oper- 
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Shoe Trees 


Pl 





QUICK PROFIT ITEM - 50) 


SIMPLEX SHOE TREES 


SELF ADJUSTING \U A 
A Gentle Squeeze vy 
Inserts or Removes 


WRITE FOR em. A mir Peas 


UNIQUE 
SALES PLAN SHOE TREE 













H. E. Vincent Made 
Vice-President 


New ORLEANS, La.—Hugh E. Vin- 
cent, for many years secretary of the 
D. H. Holmes Co., Ltd., has been named 
as vice-president of the organization 
to succeed Frank B. Hayne, who died 

a few days ago. 
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Trade 
Literature 


Nunn-Bush Catalog 


MILWAUKEE, Wis.—Nunn-Bush might 
well be dubbed the company that is 
making Milwaukee famous in Shoedom. 
The character of the company and its 
product is nicely portrayed each sea- 
son in beautiful catalogs. Full color 
background pictures have frequently 
been used which show every phase of 
activity of the well dressed business 
man. However, the new Fall catalog 
now going to the big list of Nunn-Bush 
customers carries its slogan of Master 
Craftsmanship through the inside pages 
with illustrations of Greek sculpture, 
each indicative of some form of athletic 
activity. Color background for 71 in- 
stock shoes is a warm red. Each shoe 
shown is black with descriptions, indi- 
cating when duplicated, in brown shades. 
With the flare for fuli color illustra- 
tions of shoes so prevalent among man- 
ufacturers of men’s dress shoes during 
recent years, this new catalog of Nunn- 
Bush offers a striking contrast. The 
cover is done in red and embossed to 
represent grained leather. All in all 
it is a beautiful contribution to the 
season’s trade literature. 


Shows Edgerton Styles 


MILWAUKEE, Wis.—A colorful con- 
tribution to the season’s trade litera- 
ture is the new Fall catalog of the 
Edgerton shoe to retail for $5. When 
this line made its debut two years ago 
an artist was invited to originate a 
character typical of the young well 
dressed man about town. This charac- 
ter is now known as “Edggie” and in 
the new Fall catalog he is done in col- 
or on the cover with the texture and 
brown weave of his coat and suit show- 
ing accurate detail, and alongside him 
is a Red Cap showing him in. On the 
inside, as portrayed in several illus- 
trations, “Edggie” is a fast stepping 
lad, giving “atmosphere” to the 44 in- 
stock styles, the shoes all being done 
in black against a rich brown color 
background. Requests for this attrac- 
tive catalog will be forwarded to the 
manufacturer. 


Ohio Leather Company 


GIRARD, OH10—“The Story of Leath- 
er,” second edition, has just been made 
ready for trade distribution by the 
Ohio Leather Co. This non-technical 
booklet is easily understood by the mer- 
chant or his salespeople, and it is made 
doubly interesting by full-page illustra- 
tions of each process a skin is subjected 
to in chrome tanning of calf and side 
leather. This second edition has been 
brought up to date, with a complete 
new set of illustrations, involving a 
cost of $400 in photography alone. The 
first edition of 25,000 copies proved so 
popular that the company decided to 
meet the continuous demand for infor- 
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mation about the tanning of fine calf 
and side leathers. They explain: “There 


is not much to be gained by gazing — 
around in history from cave man and ~ 
cliff dweller to Egyptians and mummies 


and thence to Greeks and Romans. TO- 


DAY is the ground we stand on; there- i 


fore lend a friendly ear to our little 
modern story about leather.” 





Huth & James Company 


MILWAUKEE, Wis.— “Modern Miss” 
welts and Littleways as a line makes 
a new debut in its Fall catalog, some- 
thing new and different as catalogs go. 
Its size is eight inches wide, four inches 
high and instead of pages on the inside 
an eight-fold sheet is used on both sides 
of which some 38 styles are shown the 
lead-off saying “Here unfolds the foot- 
wear charms and style individuality 
created by Modern Miss designers this 
season.” The cover is done in a mod- 
ern manner with five photographic 
studies of today’s modern miss. Re- 
quests for this helpful catalog will be 
forwarded to the manufacturer. 





Distributes New Package Insert 


Cuicaco, ILL.—A_ very practical 
package insert is fresh off the press 
for distribution by the J. P. Smith Shoe 
Co. This three-page folder is titled 
“Your Shoes and How to Get the Most 
Out of Them.” On separate pages is ad- 
vice on these subjects: “Your Shoes 
Get Tired,” a treatise on the advisabil- 
ity of having two or three pairs of 
wearable shoes; “Don’t Throw Your 
Shoes in the Corner,” snappy reasons 
for the use of shoe trees; “Dirt Is 
Poison to Leather,” illustrates the need 
of thorough cleaning and _ polishing, 
while “All Shoes Respond to Good 
Treatment,” concludes with the argu- 


ment—“Smith Smart Shoes are truly ~ 


fine shoes. Nearly half a century of 
leadership in the quality field is con- 
clusive evidence of this. Superior crafts- 
manship, choicest leathers, special right 
and left ankle patterns, silk stitchings, 
seamless linings, one-piece heels all add 
materially to your enjoyment. So much 
is put into these shoes that it is easy 
to get the most out of them.” 





Increased Demand for Suedes 


DETROIT—Suede shoes are improving 
in demand, heavily this month, accor:|- 
ing to Clyde K. Taylor, shoe stylist of 
Stuart J. Rackham, Inc., Detroit. 
Brown and black shades are equally 
popular. 

Sports style shoes are in increasing 
demand as well, with the boucle leathe’, 
the surprising leader of the season. 
This is very popular in both women’s 
and junior girls’ sizes, with a variety 


of shades, chiefly burgundy, brown, “4 


green and black in the order named. 


Business report for the month of | 


August showed a decided upturn, indi- 
cating a much improved Fall season, 
he adds. 


















a xo ree, Aer, Ae Age, ACD. Ate. 4. 2.6. coe. Jee. eee) 6 6 ae) | 6C eeeee 2 oe 


ee ae a a 


a en Ga ot sa ect we Om lum CU tk 


~~ oe OOOO hlCUrOhlUCMH/!?.'sS FO 











e calf 
‘There 
yazine 
n and 


mmies ~ 


i £O- 
there- 
- little 


Miss” 
makes 
some- 
ZS Zo. 
inches 
inside 
1 sides 
vn the 
2 foot- 
uality 
‘s this 
, mod- 
raphic 

Re- 
vill be 


ert 


actical 
press 
a Shoe 
titled 
> Most 
is ad- 
Shoes 
isabil- 
irs of 
Your 
easons 
irt Is 
e need 
ishing, 

Good 


1935 7 












argu- | 4 


truly 
ry of 
8 CO)- 
raf ts- 
L right 
hings, 
Ul add 
much 


3 easy | 


es 


roving 
ecor(|- 
list of 
etroit. 
qually 


easing 
athe, 
eason. 
ymen’s 
‘ariety 
row", 
ned. 

ith of 
, indi- 
eason, 





S 
Ee 







BOOT AND SHOE RECORDER, September 


/“BOYS’ OXFORDS — IN 


i a 





e 260t-—Dezr Gun Metal 


e@ 2403—Little Gents’, Gun 
Meth 


$ 
@ 200e—Degy. Gan Metal, 


pone ty 1.40 


ural Finish 
@ Rubber Heels 
@ Smooth Gunmetal 


Tak Fel FS FS I Oe Pt Ft Fe TS St OS 


@ Genuine Goodyear Welt Stitched 
@ Genuine Oak Bend Leather Soles Nat- 


14, 1935 





@ 2406—Boys’ Gun Metal 

@ 2408—Little Gents’, Gun 
Metal, $1.30 

@ 2411—Boys’,’ 7 M 


Perforated Tip, 
$1.40 


CINCINNATI, OHIO 


@ Packed 12 
214/6. C. & D. wide. 

@ Little Gents’, 12/1314. 
D. wide only. 

@ Terms: net 30 days. 


GOOD VALUES ALWAYS! 


ALTMAN BROTHERS 
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® 2410—Little ‘Gents’, Gun 
Metal, Trowser 
Crease, $1.30 


pair cases. Boys’, 1/6, 
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C. W. Conaway Concentrates 
on Style 


New York—Charles W. Conaway, 
president of Shoe Fashion Research, 
with offices in the Marbridge Building, 
has announced the dissolution of his 
pattern business in Milwaukee, Boston 
and New York. In the future, Mr. 
Conaway will concentrate on the cre- 
ation of new styles in shoes, under the 
firm name of Studio Adolph, of which 
Shoe Fashion Research will be the sales 
and executive division. 

This will be an international style 
service featuring the unusual patents 
for shoe styling now owned exclusively 
by Mr. Conaway. This new style idea 
service is unique and entirely new and 
embodies three visual and dramatic 
methods of presenting style, namely, 
the “Styl-O-Form,” the “Stat-Shu- 
Styl,” the invention of Adolph Wert- 
heim, noted sculptor and shoe designer, 
and another patent for visuals which 
he has registered in Europe as well 
as America. 

_ The purpose of the Studio Adolph 
is, primarily, original creations of 
shoe styles in private studios. These 
creations are not copies or simulations 
of any other styles, but are designed 
to inject a new note of freshness and 
distinctiveness into the footwear field. 
Each style is registered, dated, and 
certified, thus guaranteeing exclusive 
rights to the manufacturer buying it. 





Mr. Conaway has been one of the 
leading figures in the world of “style” 
for the past 20 years, and now plans 
to devote his entire time to this new 
Style Idea Service, as president of the 
firm and sales director. 





CHARLES W. CONAWAY 


Associated with him as vice-president 
of Shoe Fashion Research and Studio 
Adolph is Adolph Wertheim, the na- 
tionally known artist and sculptor. 


Mr. Wertheim has been creating de- 
signs for the shoe trade for several 
years and today is recognized as one 
of the most outstanding designers in 
the field, his styles being best sellers 
in nearly every high grade shoe store 
and department from coast to coast. 
He is assisted by an able corps of 
artists in the new studios. The offices 
of this new firm are located in the 
Marbridge Building, New York City. 

It is rumored throughout the trade 
that Mr. Conaway contemplates a ven- 
ture in the near future for the manu- 
facture of high grade bench shoes for 
the exclusive custom trade. 





Increase in Quality Sales 


INDIANAPOLIS, IND.—The shoe trade 
here is elated with the manner in which 
business has rebounded to the approach- 
ing change in seasons. There has been 
a definite change toward quality mer- 
chandise during the past month. A 
wide variety of styles seems to be go- 
ing over good. 

Among the most popular styles is an 
oxford walking shoe with a slide fast- 
ener, in brock bucko with a widened 
sole. A pump with a wide strap in 
suede trimmed in calf also is popular. 
Another new number is a low-heel san- 
dal sports shoe in blue, black and some 
in green alligator. An afternoon 
pump with a wide strap buckling in the 
center also is selling. 











































Pumps 
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GREGORY & READ CO. 
LYNN, MASS. 


* IN-STOCK 12 STYLES 
%, AAAA to C—2 to 10 a 
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Men's Shoes 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 


infants’ Soft Soles.. 0-3 
intermediates ...... 
Flexible Hard Soles 2-6 
Send for In-Stock 
Catalog 
MRS. DAY'S IDEAL BABY 
SHOE CO. 


Leeust St. 











5 
Danvers, Mass. 
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Obituaries 
George S. Goldsmith 


ORLANDO, FLa—George S. Gold- 
smith, for the past four years southern 
salesman for I. Miller & Sons, Inc., 
passed away recently at his home. 

Nine years ago, Mr. Goldsmith was 
a retail salesman in a retail shoe store 
in Helena, Ark., that handled the I. 
‘Miller line. He then went to Orlando, 
Fla., where he was in charge of the 
shoe department in the Dickson-Ives 
store. Four years ago, due to his 
knowledge of southern salesmanship, 


WON DIAMOND BRACELET 
FOR SALES RECORD 








MRS. E. M. LANDES 


The only woman on the staff of the Cavalier 
Polish Co. is Mrs. E. M. Landes of Dallas. 
Mrs. Landes has been on the road for Cavalier 
for the past eight years, covering the states 
of Texas, Oklahoma, Arkansas, Mississippi, 
Western Tennessee and Western Alabama. 
For several years she has been leading the 
‘entire sales organization in individual effort. 
The winning of a diamond bracelet last year 
for high sales is evidence of her ability. 

Mrs. Landes never has any difficulty in ob- 
taining an audience with any buyer, as she 
feels that she has a definite message that will 
help them, consequently she is always at ease 
in approaching the biggest shoe men. 











he was made southern salesman for the 
I. Miller line with his headquarters in 
Orlando. 

Mr. Goldsmith is survived by his 
wife and two sons who are members of 
the Culver Military Academy. 





Thomas H. Devine 


HARRISBURG, PA.—Thomas H. Devine, 
74, president of the Devine & Youngel 
Shoe Company, was killed September 5 
in an automobile accident near Dover, 
N. J. His wife and daughter, with him 
in the car, were only slightly injured. 
Mr. Devine and his family were return- 
ing to their home from a vacation in 
New England when the accident oc- 
curred. 

Mr. Devine was born in New York 
City and later moved to Nyack, N. J. 
In 1896 he moved to Harrisburg, Pa., 
and became foreman of the fitting room 
in the Harrisburg Shoe Company. Af- 
ter several years Mr. Devine with J. 
P. Youngel left the Harrisburg Shoe 
Company and went into business for 
themselves under the name of Devine 
& Youngel, on Zarker Street in Harris- 
burg. In 1913 they moved the company 
to larger quarters where they have 
been ever since. 
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HAND CRAFT SHOE SPECIFICATIONS 
Hand Selected Leathers Hand Jointing 
Hand Lasting Hand Finished Edges 

| Hand Built Shank Specially Treated Insoles 
Hand Leveling Hand Rubbed Bottoms 
Each Outsole Specially Selected 

Ten styles carried in-stock to 

retail from $8.50 to $10. 


HAND CRAFT the CHARACTER Touch in Footwear 
COLE ROOD and HAAN CO. 


Manufacturers of Men’s Exclusive Fine Footwear 
CHICAGO, ILLINOIS 
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Mr. Devine besides being president 
of his company was a member of the 
board of managers of the Harrisburg 
Hospital. 


William V. Brown 


GRAND Rapiws, MicH.—William V. 
Brown, 36, formerly widely known shoe 
buyer here, died recently in Arcadia, 
Calif. He formerly was buyer for the 
Rindge-Krekel Shoe Company, leaving 
Grand Rapids a few years ago to be- 
come buyer for the J. P. Hudson Com- 
pany in Detroit. Burial was in Arcadia 
where he had established his home. 





Louis C. Stein 


New ALBANY, IND.—Louis C. Stein, 
62 years old, prominent shoe merchant 
here, is dead following an illness of a 
week. He founded the Stein Shoe Store 
40 years ago. The widow and four sons 
and two daughters survive. Funeral 
services were held in St. Mary’s Catho- 
lic Church, of which he was a member. 





New Manager 


Fort WortTH, Tex.—Jack Haimo- 
witz, formerly assistant manager of 
Burt’s Shoe Store, 513 Houston Street, 
in Fort Worth, Tex., has been appointed 
manager of the store, succeeding Wil- 
liam Polley, who has been transferred 
to New Orleans. 
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SHOE MEN LIKE 
THIS NEW YORK HOTEL 


Convenient to all shoe industries. 
Within 1 block to Radio City, 
Roxy, Capital, and many other 
1000 cheerful rooms, 

each with bath, radio, servidor 
and iced water. Daily rates from 
ik! $2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street, NEW YORK 


When making reservations, mention Boot & Shoe Recorder 





EXTRA FINE QUALITY 
PIG LEATHER INSOLE 








CELASTIC TOE BOX 
FOUND ONLY 

















You Repeat Your Profits with 
““ America’s Finest Comfort Shoes”’ 





RIGHT AND LEFT 
PATTERNS TO ASSURE 
SNUG-FIT AT ANKLE 








SPECIAL CONSTRUCTED 
GENUINE PIG LEATHER 
COUNTER 








SCIENTIFIC SEWED 
HEEL SEAT 














SINGLE $ 
with Bath ‘om 3 





= = = = Convenient 


— to Shoe District — to Theatres 


—to Transit Facilities—to Garages 


————————{§ODERNIZED ROOMS" 
DOUBLE i 
with Bath 











VENTILATED 
OUR AIR VENTS GIVE AND ELASTICITY 
OIRCULATION 


100% NAIL.LESS HEEL 
SEAT, NO NAILS TO 
TO EVERY STEP PUNCTURE FOOT 


NEW SPRING 




















Beware of Imitations 











CHOICE SAMPLE ROOMS 
COULON-LA FRANCHE MANAGEMENT 
GRORGE A. TURAIN, General Maneger 
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Feature College Note 


DeTRoIT—A unique Fall accessory 
for the style shoe department has been 
used by R. H. Fyfe and Company on 
their third floor. This consists in a 
series of college blankets, hung over 
the balcony of the store. Each one is 
in the colors of a well known women’s 
college, and bears the name of the col- 
lege in letters visible all over the store, 
such as Dubuque, Ypsilanti, Vassar, 
and Wellesley. These are about four 
by five feet each, and lend a good 
touch of color to the regulation store 
pattern, as well as accentuating the 
collegiate note so important at this 
time in merchandising. 


DetroIr — Introducing a new Fall 
shade—spaniel tan—R. H. Fyfe and 
Company used a two-column, 10-inch 
ad which featured an attractive large 
cut of a spaniel dog, showing a man by 
his side. The man’s figure was roughly 
outlined in the background, only the 
lower portion of his clothes and one 
hand being visible. Emphasis was 
upon the dog, with the name of the 
new shade, and a cut of the shoe, un- 
derneath. Text, briefly stressing sturdy 
shoe construction, was given below. 


Officers of M.R.S.D.A. Meet 


Derroit, MicH.—A meeting of the 
Michigan Retail Shoe Dealers’ Asso- 
ciation officers was held in Detroit this 





The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, 
features are virtually non-competitive. 
Men's and Women's Shoes. 


“cushion” and "nail-less” 
Send for our Catalog of 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Uu Matic 


auciiiontan SHOES 


Modern Family Shoe Store i in Austin 


AUSTIN, TEXAS.—The modern and attractive home of the Dacy Shoe Store, which opened its 
doors in the Fall of 1934, is shown in the above photograph. Joe Dacy, the proprietor, is one 


of the newly elected officers of the Texas Retail Shoe Association. 


Florsheim shoes for men 


and women are featured in the top grades, while a complete Poll Parrot children's department 
rounds out this family shoe store. The Cinderella Shoe Shop is still being operated here by 
Mr. Dacy, in conjunction with his present handsome and active family store. 





week, being called to this city by Pres- 
ident Clyde K. Taylor. The call was 
issued in order to plan for the conven- 
tion to be held here on January 12-13- 
14. Committees were appointed at that 
time, Mr. Taylor announced, and plans 
formulated for an elaborate style show. 
Detroit has not had a major shoe style 
show since the national convention 
here about six years ago. 


Increases Store Space 


Fort Dopce, Iowa—The Brownell 
Shoe Company has increased the size 
of its store to include the west half of 
the building in which they are now 
located. The men’s shoe department will 
be moved to the new addition. New 
shelves and a larger stock are being 
installed. 


























Women's Shoes 
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Modern Turn Shoes That Fit 
WILL NOT GAP 
N753. New “SHORT BACK” Lasts 


me Sek 30 STYLES Send for 
$2.40 IN STOCK catalog 


TURNS S 


LUMBARD SHOE CO 





KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 
Ne, 202 Black 
Kid $2.00 
VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 












Men's and Women's 
Slippers 
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ym EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 

No. 1605, 

Padded sole 
opera 

Tan and Black, 
6-12 D. 

$1.25 













L. B. EVANS’ SON CO. 
Wakefield, Mass. 


2222222399 
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Handles New Lines 


BALTIMORE, Mp.—The Hub, Balti- 
more, has been appointed exclusive re- 
tail agent for the Osteo-path-ik line of 
shoes for men, featuring nailless con- 
struction, molded insoles, alco-cork 
filler, arch supporting flexibility, as 
well as other features designed to give 
a maximum of foot comfort. This is 
the first time this line of footwear has 
been offered to the men of Baltimore. 
They are carried in The Hub’s men’s 
shoe shop on the third floor. The shoe 
retails for $7.50. 

The Hub also has taken on the ex- 
clusive retail agency for Baltimore for 
the Pollyanna Health Shoes for grow- 
ing girls, making a new addition to 
the several makes of children’s shoes 
carried in The Hub’s shoe shop on the 
fourth floor. These shoes retail for $3. 





Carlisle Shoe Shows Western 
Influence 


SAN FRANcIsco, CALIF.—Again one 
of the best sellers for Fall in the bet- 
ter-grade shoe stores is Carlisle Shoe 
Company’s “Galloping Buckoroo” as 
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You'll lear more and more about Frank 
Werner sports shoes — and especially these 
Buckoroos which have simply walked away 
with popularity! Saucily styled and "mousie” 
o_o in black, brown, blue or 


an exclusive 
Frank Werner 
feature . . 


/ 8:50 


featured in the above reproduction of 
a newspaper advertisement by the 
Frank Werner Slipper Salon, San Fran- 
cisco, and also by Lord & Taylor, New 
York. Tremendously popular, especial- 
ly among the smart younger set, 
Buckoroos tend to show a strong West- 
ern influence in their design, but at the 
same time embody the smart lines of 
a fashionable sports shoe. 

According to M. M. Stollmack, gen- 
eral manager of Carlisle Shoe Com- 
pany, “Galloping Buckoroos” great pop- 
ularity is due to the fact that the shoe 
unlined, light, and airy is the most 
comfortable sports shoe made and per- 
fect for year-round comfort. They are 
perfectly suited for daytime walking 
costumes as well as spectator and ac- 
tive sports ensembles. 

For three consecutive years “Gal- 
loping Buckoroos” have been the fast- 
est selling shoes in the Carlisle in-stock 
line and Mr. Stollmack looks forward 
now to another record-breaking season. 














Increase Stock on Girls' Shoes 


Kansas City, Mo.— Emery, Bird, 
Thayer’s are going in for shoes for 
girls, from 12 to 17 years, on a much 
larger scale than heretofore. They are 
showing a large selection of shoes for 
girls and junior misses and have a 
much greater investment in these lines 
than ever before. 
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J. T. Wood Co. Under 
New Management 


WarRE, Mass.—Harry Burgess, new 
president of the J. T. Wood Company, 
shoe manufacturers, announces that. 
the Union Hardware Company of Tor- 
rington, Conn., has taken over full 
stock control of the Wood Company 
and will operate under a new manage- 
ment. Minot C. Wood, retiring presi- 
dent, has concluded his duties with the 
Wood Company and will devote his 
entire time to the banking business. 
Mrs. J. T. Wood, widow of the founder 
of the company and its treasurer, will 
also retire. 

The J. T. Wood Company was re- 
moved 40 years ago from West Brook- 
field, where it was established by the 
late Joseph T. Wood. The company 
makes sports shoes of all kinds and 
specializes in skate shoes. Recently the 
company added a line of dress shoes. 
About 150 persons are employed at the 
plant. Mr. Burgess also said that the 
plant would continue operation at Ware 
as usual, 


Managers Transferred 


MERIDEN, CONN.— Harold D. Kof- 
suske, manager of the Spencer Shoe Co, 
chain store in Middletown for the past 
seven years, has been named manager 
of the Meriden unit, succeeding Wil- 
liam Lannesey, who becomes manager 
of the company’s Waterbury store. 











SOME BARGAIN ! 


@ Newspaper ad-copy, window 
displays, direct mail and interior 
display suggestions are all in- 
cluded in this new book of pro- 
motion ideas, specially prepared 
for Fall, 1935—50 IDEAS; 50 
ILLUSTRATIONS. 


50 eas tor 
FALL SHOE 
PROMOTIONS 


: BOOT AND SHOE RECORDER 
| 239 W. 39th St., New York, N. Y. 


Enclosed is one dollar. Send me 50 , 
1 FALL PROMOTION IDEAS. ’ 





PANNE So conahav statin ssasebeccuces 
: Address : 


re ee 


Orders without remittance will 
be sent C.0.D. plus postage. 
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Perpetual Inventory Assures an Increased Profit 
... and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Helps you to “‘buy 
as you sell’’—to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted style and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCuAnrTS oeevice DEPARTMENT 
BOOT AND SHOE RECORDER 
209 So. ond Street, Chicas Illinois 


ocattanans DEALERS, CHICAGO AREA: 
( ) 


Please send me samples oot pote of your Stock 
and Daily Sales Card Recor 


Personal service available on above subjects—also in 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 
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Ski Boots 
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SKI BOOTS 
and HUNTING MOCCASINS 
MANY STYLES IN STOCK 

Write for New Fall Catalog 


R. J. SAWYER, INC. 
BOX 9-R—FREEPORT, MAINE 
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Riding Boots 


Oh 6 hhh 8 ht 


LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Wemen & Children’s 
Beets for Riding 
Field, Hunting, Aviation 
Alse Jedhpurs & Jodgeres 


Complete Catalog 
R-7 on Request 






















RIDING 
BOOTS 


IN-STOCK 





For Men, Women and 
‘Children —also 
Jodhpurs and Field 
Boots 











J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 
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Write for Oatales 








What's New 
New Materials for Shoes 


LYNN, MaAss.—Two new materials 
for shoes have appeared here and also 
a new machine for use in making these 
materials into shoes. Both new mate- 
rials are of the woven fabric sort, with 
a glazed finish, the finish being of all 
the colors of the fashion chart. One is 


* 
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The Sample Room Goes Artistic 











Shoe stores have long since gone artistic, and every big city now boasts of its “shoe 
salons," in which period furniture, rich rugs and beautiful decorations produce an atmosphere 
that appeals to the finer sensibilities of the customers. Now manufacturers’ sample rooms 
are beginning to reflect the artistic influence, as shown in the two photographs, reproduced 
above, of the showroom and publicity office of the Delman factory, 304 East 45th Street, 
New York. These beautiful quarters are done in ivory and beige, with recessed glass shelves 


and mirrored walls. 


A wide terrace with boxed shrubbery and gaily painted Summer 


furniture adjoins the office of Herman Delman, president of the company. 





for vamps and quarters. The other is 
for underlays. The idea is to cut one 
material into vamps and quarters and 
perforate them, and the other material 
into underlays, and then cement the 
underlays to the vamps and quarters 
by use of the new machine. Many color 
combinations may be developed with 
this new idea. 

A simple idea, for instance, is to cut 
square perforations in the vamps and 
quarters of shiny black and to underlay 
these with white, so as to obtain a black 
and white checkerboard. Blue and gray, 
green and gold, and other combinations 
may be made in as many designs as 
the perforators may be able to make. 





E. L. Moore to Open Store 


INDIANAPOLIS, IND.—Earl L. Moore 
has leased a room at 31 East Ohio 
Street, where he will open a Health 





Spot shoe shop. The shop will deal ex- 
clusively in corrective shoes for adults 
and children. 

Associated with Mr. Moore will be 
William Hantman, who has been en- 
gaged in the shoe business here for 
many years. Alterations are now un- 
der way and the store will open for 
business about Sept. 1. 





Shoe Store Incorporated 


NorwicH, Conn.—Abraham Able- 
man, shoe retailer of 69 Main Street, 
has incorporated his business under 
the firm name of Ableman’s Shoe Store, 
Inc., with authorized capital of $10,000, 
of which $6,000 has been paid in. Mr. 
Ableman is secretary and treasurer of 
the corporation, while Burton Ableman 
is president and Annie D. Ableman, 
vice-president. 
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COLOR AND QUALI 


UNIFORM 








No detail is overlooked in testing 
PONTAN QUARTER LINING before it 
leaves the Du Pont plant to become a 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


1935 











The ‘fold and wear” test subjects the 
finished material to identical condi- 
tions found in its use as a shoe lining. 


yy 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same test 


PONTA 


REG.U.5. PAT. OFF. 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 











THE TICKET 
FaUNEDY £O7aUauD) 


Autumn tones of brown, ten, 
orange, and gold are offered 
in the seasonal card and price 
ticket illustrated. The oak leaf 
design, and appropriate color- 
ing assure a perfectly blended 
window trim. 


The display card is 8” x 14”. 
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CARD HOLDERS 


Oval base—burnished gold— 
three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Colorful Price Tags 


real aids to getting 


More Shoes Sold 


(a new price tag each month) 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—1!2 dozen, $2.00 


WITH STORE NAME: 


MERCHANDISING AIDS 


Poy Cup 
for Price Tickets 


Pat. Pending 





Polly Clips 


for Price Tickets—Adiustable— 
Tilt at any angle. 


Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 


Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included: 


100 tickets, $3.00—200, 


$5.00 
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When writing advertisers please mention Boot and Shoe Recorder 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


. 12 dozen (printed or blank)...... $2.00 
” " ” bsssliel creer 1.10 
o i] o Te hae 0.25 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 

PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as mente to assure well blended 
trim, are 35c per fifty, additional. 

















SERVICE | MONTHLY CARDS HOLDERS | ticKETS 
Ne. | $5.00 12 6 100 
Ne. 2 4.00 8 4 100 
Ne. 3 3.00 6 2 50 
Ne. 4 2.25 4 2 50 
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FOR ITSELF - IN 
INCREASED BUSINESS, 


(Mal Coupor Vow! 
re 
al . | 


wll 

















“L”: Cream board; 
silver bar and dark 
blue trim. 


Size: 1” x 23%"—Prices on opposite page. 


“Z":; Orange and 
green design on 


eorn-color board. 


“C” Midnight blue 
and vermilion de- 
sign on buff board. 


“B”: Blue bar with 
orange sunburst on 
silyer board. 

“A”: Same design 
white board=— 
brown bar—orange 
sunborst. 
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ANNUAL SHOW CARD SERVICE 


FOR 


(Cross out 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, In following 


quantities and denominations: 





We sell Men’s, Women’s, Children’s Shoes and Women’s Hoslery. 
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OW SaaS SS STATE 


For 
for 


per year, payable 
month. 


aoe. a 
cash In advance, full year’s 
from forelgn subscribers 
montr additional 
each month’s service deliv- 
eard holders. 


For this service we will pay 
service, 5% discount. Checks 
must be drawn on U. &. 
banke, or Include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 


per 
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When writing advertisers please mention Boot and Shoe Recorder 
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CLAVWIFIED ano 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


BOOT AND SHOE RECORDER, September 1/4, 


WANT AD 





1935 





SALESMEN WANTED 


SALESMEN WANTED 


WANTED TO PURCHASE 








Salesmen Wanted 


A territory comprising of the Carolinas 
and part of Georgia and another the Vir- 
ginias and Kentucky will be open about 
October first. The line is a well adver- 
tised one for men, women and children 
and is backed up by a tremendous in-stock 
department. These men should be resi- 
dents of the respective territories; own 
their own cars; he between 35 and 45 
years old; possess good personality and 
sales ability. To such men we can offer 
a connection with a house which has 
always enjoyed a very honorable reputa- 
tion in the trade for many years. Com- 
plete details in the first letter, please. 
Address E 417, Care Boot and Shoe 
Recorder, 239 West 39th St., New York 
City. 











SALES SMEN — Experienced selling volumes 
popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





MANUFACTURER with fifty years’ experi- 
ence wants shoe salesmen to introduce new 
Protected _ territories. 


type orthopedic arch. 
Buffalo, N. Y. 


Write Hunter, 86 Ellicott St., 





ALESMEN wanted for East, Middlewest, and 

Pacific coast, by factory making stitchdowns, 
prewelts, and growing McKay welts. Commis- 
sion basis only. Sideline salesmen not wanted. 
In answering give full details as to present, and 
prior connections, trade called on, age, and 
whether car is owned. Address E-411, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





EPRESENTATIVES all trritories who have 

established trade for a high grade line of 
Compo and Soft Sole Slippers, full details in 
first letter. Address E-412, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
me £ 





ALESMEN and distributors to introduce new 

fast selling patented display invention selling 
at 25c to the shoe trade—adopted by leading 
chain stores—excellent side line. Marvel Clamp 
Company, 1270 Broadway, New York City. 





WANTED: Established Chicago wholesaler of 
Men’s, Boys’ and Children’s popular-priced 
shoes and slippers desires salesman for sur- 
rounding states. Strictly commission. Address 
E-413, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








HOE salesman to handle fast selling line of 
shoe ornaments as side line, good opportunity, 
commission basis, state references and _terri- 
tory in first letter. Address E-415, care Boot & 
ne 239 W. 39th Street, New York, 








POSITION WANTED 


ALESMAN with fifteen years’ experience call- 

ing on shoe, sporting goods, and department 
store trade, intimately acquainted with all im- 
portant buyers in seven central western states, 
including Metropolitan Chicago. If you want 
better distribution, I’m your man. Excellent 
references. Have several specialties at present, 
but wish to concentrate on one line. Address 
E-418, care Boot & Shoe Recorder, 209 S. State 
Street, Chicago. 


UYER-MANAGER for better grade women’s 

shoe department—Age 33—Married—Excel- 
lent references. Address E-416, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 














BUSINESS OPPORTUNITY 


Two partners of ENAULT & Cy of Paris 
(the oldest sole leather Tannery in Europe— 
1542) visiting New York, Boston, Philadelphia, 
St. Louis, Chicago in October, are open to re- 
ceive particulars of any new processes of manu- 
facturing which could interest them. Address 
E-414, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can _— to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894, Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








Shoe Department Discontinued 


MILWAUKEE, Wis.—Due to the in- 
crease in its women’s shoe business, 
Campbell-Boll is discontinuing its men’s 
shoe department to make room for a 
larger line of women’s shoes. 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs’”’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shees 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone Werth 2-5377 and 5378 


Og 





LTT 


ROARS REMI 





evista Amica 











CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, ge Beek, 
Saks—5th Avenue, Melville, Bostonian, ete. 

BARIS SHOE COMPANY, Inc. 

79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 

















MERCHANTS’ NEEDS 





DISPLAY © 













Again SEGALL & SONS Take 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 











mum charge 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
{<= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “eq 


Minimum charge, $1.25. 
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HOTELS 





MERCHANTS’ NEEDS 





HOTELS 





es 
© ATTENTION 
SHOEMEN 


s 
gic Pd Pin your hats! 
“I just want to advise you 
fellows, whose patronage 
we enjoy, to try to avoid 
coming here on the follow- 
ing dates: 


September 23 to 27, 1935 
AMERICAN LEGION 


This is a very large conven- 
tion and will tax Saint 
Louis’ hotel facilities to ca- 
pacity. ” 

W. F. Victor 


Asai Pcennose 


9th and Washington 
in Saint Louis 














Shoe Store Undergoes 


Alterations 


WASHINGTON, D. C.—The Edwin 
Hahn F Street Shoe Shop is under- 
going extensive alternations here that 
will transform it into a modernistic 
lounge establishment, serving women 
and junior misses. 

The frontage of the windows is be- 
ing increased by some 10 feet, and will 
have the thin corners and all other re- 
cent window improvements, affording 
opportunity for better displays. 

When completed the interior will 
have none of the shoe shelves, sliding 
ladders or other paraphernalia of the 
conventional dealer’s place of business, 
the shoes being placed in a room back 
of the store, where the customers will 
not be able to see them. 

The store will have a high-domed 
ceiling, done in brown gilt, while its 
soft lights will shine down on pale 
cherry rugs and sofas of the same 
color. Pastels in the furniture will be 
featured. The place, when finished, will 
resemble the lounge of a motion picture 
palace. 

The walls are to be recessed, with 
glass covers, so as to display the other 
ware that Mr. Hahn sells: hosiery, 
handkerchiefs, handbags and shoe ac- 
cessories. Of course, shoes will also be 








A PHENOMENAL SUCCESS 
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THE DUNDE ‘SHOE RESHAPING 
MACHINE 

A Sensational Shoe Reshaping Machine. 
Practical for conforming of shoes. Eco- 
nomical operation. Eliminates slipping at 
heels, gapping at sides. Practical for 
every fitting need. Dealers everywhere 
are satisfied users. Send for catalog. 


DUNDE SHOE_ RESHAPING DEVICES, INC. 
(8 EAST 37th ST. NEW YORK, N, Y. 














Dr. Pyle Foot Oscillator 


improves impaired or sluggish circulation by imparting 
to the soles of the feet soothing, invigorating oscilla- 
tions; stimulates nerve terminals; increases circulation of 
the feet; — Se ad- 
hesions. B 
customers INSTA NT 
foot relief. Makes fit- 
ting easier and quicker. 
teps up sales and 
prestige. Now in use by 
leading department 
stores and retailers 
throughout the country. 
Full details on request. 
































Write your nearest distributor 
Boston Store Shoe Dept., eT i. 
Vi-Ped-Ex Co. of New York, 13 E. 37th St., N. Cc. 
Marmer’s, 3626 Warsaw Ave., cincinnati, onie 











displayed in the recesses. 

When asked why he chose the design 
he did for the remodeling, Mr. Hahn 
replied: “It is in line with the present 
trend of more and more beauty in éom- 
merce. People, I believe, like to relax 
when they buy their shoes, and a bet- 
ter fitting can actually be made if a 
person will relax. While there is noth- 
ing wrong with the equipment of the 
average shoe store, one must admit 
that its going does not detract from 
the esthetic charm of any establish- 
ment.” 

The aim of the shop, according to 
Edwin Hahn, will be to sell more than 
a pair of shoes alone. He will strive 
to show the women, if necessary, why 
certain hosiery and handbags should 
go with certain shoes. In a word, he 
will endeavor to sell them just what 
is necessary if they would have a har- 
monious whole in their dress acces- 








sories and shoes. 
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CORONADO 


LINDELL BLVD. AT SPRING AVE. 


FAMOUS FOR ITS FOOD 
ROOMS FROM 


50 


$2. 


GARAGE ADJOINING 


po THE DINECTION OF PRESTON-) Look tl | 
LEE LILLE TEI, 














The shop, when finished, will be able 
to serve about 50 persons at one time 
in the shoe department alone, though 
seats have been provided for about 75 
persons. 

Most of the sofas are of the duo 
variety, placed against the walls. Be- 
cause of the fact that the majority of 
people, particularly women, will bring 
in someone with them to see how the 
shoes look on themselves, it was 
thought best to provide accommoda- 
tions for couples. 

The shop is now stocking up on their 
Fall line, and expect an increase over 
their already large business so far this 
year. 





Takes Over Management 


BALTIMORE, Mp.—Felser Bros., oper- 
ators of the Felser chain of shoe stores 
in this city, have taken over the man- 
agement of Scott’s Shoe Store at 3604- 
3606 Eastern Avenue. 

Simultaneously with the taking over 
of this shoe store, Felser Bros. have an- 
nounced plans for remodeling the store, 
work upon which will begin early in 
September. Felser Bros., who operate 
several shoe stores in this city, main- 
tain their main store at 1025 South 
Charles Street. 


Opens New Children's 
Department 


BALTIMORE, Mp.— Wyman’s, promi- 
nent exclusive shoe shop, has formally 
opened its new children’s department 
on the third floor of its building at 19 
West Lexington Street. Extensive im- 
provements and remodeling of the floor 
had been made to make this new de- 
partment modern and in keeping with 
the present trend for merchandising 
children’s footwear. The arrangement 
of the department is such as to make 
the children feel perfectly at home. As- 
surance is given of correct and efficient 
fitting and service. 

In connection with the formal open- 
ing of the department a special “get 





acquainted” price on some of the most 


popular shoes was featured. 
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Our Advertisers In This Issue 





Moves to New and 
Larger Quarters 


BALTIMORE, Mp.—O’Neill’s Shoe 
Shop, operated by the O’Neill & Co. 
department store for a number of 
years on the first floor of the annex 
building, just across the alley from the 
main store at Charles and Lexington 
Streets, will be moved to new and 
larger and more modern quarters in 
the main building within the next 
month. This is part of the program 
for a new and larger O’Neill store, a 
“New O’Neill’s With the Old Ideals,” 
which the concern has undertaken at 
an estimated cost of around $100,000. 
The O’Neill Shoe Shop has occupied 
the annex location since shoes have 
been sold at the O’Neill & Co. depart- 
ment store. In its arrangement and 
appointments it has held rank with the 
exclusive shoe shops of the city. How- 
ever, in its new quarters it will still 
retain that rank but in accordance with 
the more modern trend. 

O’Neill’s Shoe Shop features both 
women’s, girls and children’s footwear, 
with the rear section of the shop given 
over to the children’s footwear needs. 
O’Neill’s has the exclusive retail agency 
for women’s Stetson shoes. 





Duty Values Revised 


MONTREAL, CANADA—A downward 
revision of the values fixed for duty 
purposes on rubber footwear was indi- 
cated in the appraisers’ bulletin issued 
by Hon. J. Earl Lawson, Minister of 
National Revenue, it was learned at the 
department. Twenty-six different 
classifications, involving small, medium 
and large sizes are affected. The revi- 
sion does not affect rubber footwear 
entitled to entry under the British pref- 
erence. 

Of the 26 classifications 24 are down- 
ward in some of the sizes involved and 
two are upward. 


Adds Another Store 


BALTIMORE, Mp.—M. Cummins, trad- 
ing as the Cummins Guilford Shops, 
combined men’s shoes and furnishing 





stores, will add another store shortly,. 


making it the third, by opening a 
branch at 505 S. Conkling Street, fol- 
lowing extensive improvements and re- 
modeling. The Friendly Five and 
other men’s shoes are featured at the 
Cummins Guilford Shops. The main 
store is at Baltimore and Eutaw 
Streets, and the other store is on the 
ground floor of the American Build- 
ing, Baltimore and South Streets. 
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KEEP GOOD FEET HEALTHY 
+1 ° e e 5 
1 Stylish Long Wearing Children’s School Shoes 
9 
er The active feet of youngsters give to footwear its 
greatest test, and ‘Kali-sten-iks’ shoes accept and meet this 
challenge from youth, with special construction features and 
- materials, which make the Kali-sten-iks Line a capital asset for 
the shoe merchant. Every shoe for the youngsters is built over 
s | ( kK specially designed lasts for growing feet, with patented seamless 
3 quarters having no seam to rip in the back. 
2 ; No. 6115—Coffee Elk Brogue Oxford, And to avoid scuffing or peeling, we add the Allenite 
5 : Allenite Tip. Tip, an exclusive development of Gilbert designers. This in- 
52 a No. 5127—Same in Black Elk with ; 1 Sew. te 1 als h es 
3 Allenite Tip. sures longer wear, for it not only matches the upper stoc 
without the usual ‘patched-like’ appearance, but it is so tough 
New Catalog on Request. 
i sili ith tae Ch it outwears the shoe. 
n enite “Goo uc arm” pees Aree ‘i 
2 ' medal is attached to each pair of shoes Kali-sten-iks’ Shoes not only Keep Good Feet Healthy, 
7) 3 with Allenite Tips. but keep them well shod longer! 
53 y 
53 4 
5 
4 The Gilbert Shoe Co., Thiensville, Wis. 
. NEW YORK — 541 MARBRIDGE BLDG. LOS ANGELES — HAYWARD HOTEL 
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RETAILING 
“4. 0 *°D 


Tue new “Prep Girl” line is making popularity 
history under the leadership of the star number 
“Tess” —illustrated here. No line ever took hold so 
quickly—or started with such a record of increased — 
turnover—better profits. The entire “Prep Girl” line 
is styled with the snap and originality exhibited by 
the Tess pattern, and can be depended upon to move 
rapidly. Carried in stock from AAA to C, sizes 3!/ : 
to 9. Write us today for complete particulars. 









TESS * 


When worn without 
the Shawl Tongue 






Styled for the 


* Design patent No. C 
ampus. 


96246 Reg. U. S. Pat. 
Office, July 16, 1935. 











TESS * 








od 
TESS With School Color 
No, 2303 Novelty Shawl Tongue 
In Stock gpa ; in any 
; color and letter com- 
With = Shawl bination) 


CURTIS STEPHENS EMBRY CO. Reading, Pa. | 


When writing advertisers please mention Boot and Shoe Recorder 
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have endurance 


Spaulding Counters stay up—stand up—and deliver what shoe manufacturers, shoe merchants 
and the public pay to get. They want endurance. Not only endurance of the counter itself, 
but of the whole shoe. The entire on comfort and wear of a shoe hangs in an amaz- 
ing degree on its counter. These Happy Heels have the “stuff” and the workmanship in them. 
They will never let the quarter down. Those backseams, signals of an ill or well-made shoe, 

will stay straight with Spauldings. A perfect 


if _/)  counter—a Spaulding —will not cause blis- 









tered heels. If a shoe with endurance will add 





endurance to your sales — why not specify 


Spaulding Counters fit the 
last exactly like this—inside 
and outside—heel-seat, quar- 
ter and shank. No resistance! 
No strain on your customer’s 
heel! 


“with Spaulding Counters” when you order 


your shoes made? 


\S spills 5 


Count ers 


“Wade in North Rochester, N. H. 





Ordinary counters meet the 
last only halfway—like this. 
The rest has to be pulled into 
place—meaning tension and 
strain on your customer's heel! 











NO OTHER PART OF THE SHOE MEANS SO MUCH ...AND COSTS SO LITTLE 





When writing advertisers please mention Boot and Shoe Recorder 























WE ARE COOPERATING WITH . 
THE NATIONAL BOOT AND SHOE 

MANUFACTURERS ASSOCIATION i 

IN CONTINUANCE OF MINIMUM ae, 


WAGES. MAXIMUM HOURS. AND 
CHILD LABOR REGULATIONS. 
UNDER WHICH THE SHOE MANU- 
FACTURING INDUSTRY HAS BEEN 
OPERATING. OUR MERCHANDISE 
1S MANUFACTURED UNDER 
THESE CONDITIONS. 

















Write for an E-j salesman to show you 
the complete line. 





2865—Black Kid three Eye- 
let Tongueless Tie, Riveted 
Steel Shank, Cushion In- 
sole, 10/8 Leather Heel, 
Rubber Top Lift. McKay— 
Sizes 2%/10, Width E $1.40 


2771—Black Kid Bal Ox- 
ford, Plain Toe, Hard Box, 
Cushion Insole. McKay— 
Sizes 2%/10 ........ $1.40 
2765—Same with tip. 


2767—Same with plain toe, 
soft box. 


FOR YOUR MOS 


2764—Black Kid Juliet, 
Cushion Insole. Sizes 
BED cccedasvencese $1.42", 
2763—Black Kid Pr-ne 
Albert Juliet, Cushion 
Insole. McKay — 8&:2e5 
WED eiccreeteus $1.42, 


2762—Same with plain 


2866—Black Kid three Eyelet 


Tongue Tie, 
Shank, Cushion Insole, 

Heel, 
McKay—Sizes 214/10, 
naeenaee ea $1.40 


Leather 
Lift. 


Width E .... 


Riveted Steel 


10/8 
Rubber Top 


ve 








be ica esate as HE 





ENDICOTT -|OHNSON / 








IMPORTANT CUSTOMER...THE MATRON 














a 
oii | Mother guides the buying habits of the 
entire family..... please her, win her con- COMFORT AND HEALTH SHOES 
fidence, and youll win the patronage of FOR WOMEN 
Father, Daughter and the boys. 
wa | Mother likes “sensible” shoes, shoes that 
Min coe give her comfort and long wear. But she N 5 T O C K 
likes them smart, too. That's why Endicott- 


Johnson shoes are so popular with the TO RETAIL AT 
American matron..... they provide the 


shoes she wants to wear at the price she $9.00 TO $9:5 0 


wants to pay. 


Invite this important customer with new 
Fall Endicott-Johnson models..... our 
quick service will insure prompt de- 
livery on your order. j 


2781—Women’s Black Kid Bal, 
Plain Toe, Hard Box, Cushion In- 2867—Black Kid Bal Oxford, 


sole. MeKay—Sizes 2%/10.$1.60 Riveted Steel Shank, Cushion In- 2792—Black Kid One Strap, 
2780—Same with tip. sole, 10/8 Leather Heel, Rubber Cushion Insole. MecKay—Sizes 
2782—Same with plain toe, soft Top Lift. McKay—Sizes 244/10, SIREN ace cane<nvccawaeaes $1.25 
box. WHEE Dv vcvivcccdssccccses $1.40 
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ENDICOTT, NY Xewsork ary 
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Uy | 


Locks pin, 


in ele eae i ose kas neal ce 


Pa 


>. 


practical and popular products of mod- 
ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 
stitch Shoes the three essentials de- 
manded by discerning women — style, 


comfort and flexibility. 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 








ia 








rset 





SP Amp MAAR ne na i AEN ct 








BOOT AND SHOE RECORDER, September 21, 





1935 





Page 7 





TALON SLIDE FASTENED OVERSHOES 


S.PaT OFF 


La Mandard ft Quality, Style, (CnvOMLOMCE 


@ It’s right at the point of sale that 
the Talon-fastened overshoe proves its 
superiority over all other types. Models 
featuring this convenient, dependable 
slide fastening assure complete cus- 
tomer satisfaction. 

They are smarter in appearance. The 
trim, seamlike Talon fastener replaces 
all inferior closings and tailors over- 
shoes to smart, shoe-like style. Over- 
shoes with this closing are convenient 
and always dependable. The Talon fas- 








tener operates smoothly and quickly. It 
performs perfectly under constant wear. 
Returns are cut down, inventories show a 
clean stock condition. You take your over- 
shoe business out of the cheap, price-war 
class when you feature Talon-fastened 
models. Your customers are willing to 
pay the small difference for the extra 
quality, smarter design, greater conven- 
ience, the use of the Talon fastener on 
overshoes assures. When you write your 
orders, specify Talon-fastened closings. 





HOOKLESS FASTENER CO., MEADVILLE, PA.» NEW YORK - BOSTON - PHILA. - CHICAGO - LOS ANGELES - SAN FRANCISCO - SEATTLE - PORTLAND 
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Entrance to the beautiful 
Bendheim store in 


Wilmington 











Top: 

Mr. M. M. BENDHEIM 
Right: 

Mr. Louts BENDHEIM 





ee 


ca 


ost important line of shoes in America’ 


errs = say BENDHEIM’S of 


Wilmington, Delaware 


The famous Bendheim store in Wilmington is now cele- 
brating its 25th anniversary. It is significant, therefore. 
that they have the following to say about Florsheim 
Shoes for Women— 

“We regard Florsheim as the most important line o! 
shoes in America for the shoe store that wants to build 
itself into an impregnable position on the basis of sound 
merchandising, sound profit and sound public good will. 





A section of the interior 


ee eee We say this after twenty-five years in the business—and 
§ tj 5 after the adoption of the great Florsheim Feeture Arch 

SOME line for Women. 
sTyLEs 10 andup “Even to us, who know the outstanding appeal of the 


Florsheim name, it has been a revelation to see how 
definitely Florsheim Shoes are preferred by women who 
have been wearing another nationally advertised line 
that we had been carrying for several years. We hear 
repeated comments on the superior styling of your line. 
as well as on the assured quality which the Florsheim 
brand implies.” 
Other stores who sense the wisdom of selling a line wit! 
In Stock: outstanding quality and prestige will experience the samc 
Twn Beeerve. W218 result. Your request will bring our representative. 


THE FLORSHEIM SHOE 
for Women | 


THE FLORSHEIM SHOE COMPANY e Manafectwrers e CHICAG , 











Psa Phe Sea Ro te a i nO Pha eae 
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